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Under the spreading chestnut 
tree the village smithy stands, and 
it is beginning to look as if, after a 
very long wait, he is about to get 
some business again. 


—Su) 


Localized copy is running for 
Ivory soap, with the home folks 
supplying the testimonials for 
newspaper ads. Maybe those pat- 
ent medicine fellows have had some 
good ideas, after all. 


~ FF F 


If worried motorists pitch in and 
work hard enough on the rubber 
salvage campaign, maybe they can | 
make even worn-out garden hose | 
serve as an extra gasoline line. 


x = 


The liquor people, who have been | 
asked to keep patriotism out of their 
ads, are enthusiastically promoting 
a “Buy Bullets” war stamp sale. If 
this keeps on, someone is going to | 
suspect they’re patriotic anyway. 


a». = 


British Columbia medical men 
are taking advertising space to tell 
people not to bother them with un- 
necessary calls. The only one who 
won't pay any attention to the ad- 
vertising is Mr. Stork. 


a 


Maybe the reason Joe DiMaggio 
and Charlie Keiler aren’t hitting 
much more than the size of their 
hats for the Yankees is that they 
don’t want the American League 
race to be called off after July 4. 


-— = Oe 


Your old friend DeWitt Clough, 
of Abbott Laboratories, has been 
selling medical men for a long time, 
and now he can qualify as a doctor 


| 


himself. But so far Doc Clough is | 
only an LL.D. 
, ¥ + 

Parents’ Magazine developed a 


good promotion idea in referring to 
the primary concerns of its readers 
as “little priorities,’ but a lot of 
them are also doing good work as 
little deferred classifications. 


| 
, VF FF 


The Federal Reserve Board has 
assured media that its new credit 
rules on open accounts do not apply | 
to advertisers. Nowadays advertis- 
ing departments welcome the busi- 
ness of even Mr. Slowpay. 


~~ we 


Farm women who are taking that 
IHC tractor course so they can help 
out the old man are handicapped | 
just 1 bit by the fact that there’s no 
chance for back-seat driving. 


~~ ww 


‘Why Farmers Should Buy War 
Bonds” is the subject of an Allis- 
Chalmers prize contest, and one of 


the answers seems to be that dur- 
ing a war boom land is seldom dirt 
cne 
v v v 

Cincinnati has come up with the 
ami ‘ idea of consolidating all war 
relief drives in a single War Chest 
Can paign, a plan which will bring | 
relief to everybody except the 
Printers, 


7, FT F 


A newspaper advertising man- | 
age: thinks Uncle Mike Jacobs is 
8ett_ng too much free publicity, but | 
Chances are the sports editors will 
con' nue to print the stuf 
think sells the pap 


| after other discounts. 


| tional Advertisers. 


|purchase of large blocks of time 


| Gamble, 


New CBS Discounts 
Encourage Use of 
Complete Network 


ANA, Four A's Ideas 
on Cash Discounts 
Also Accepted 


By HAL BURNETT 
New York, June 10.—The Colum- 


bia Broadcasting System today an- 
nounced the first major changes in 
its rate and discount structure in 
three years in a move designed to 
encourage advertisers to use every 
affiliated station on the network. 
The changes, to be effective July 
15 on new contracts, and at any 


| time up to July 15, 1943, on present 
| contracts, are: 


A reduction in weekly “sta- 

tion-hour” discounts of five 
per cent, in effect an increase of 
“approximately six per cent of the 
net cost to most advertisers.” 

A new and additional ‘‘full- 

network” discount of 15 per 
cent on net billing to advertisers 


Embracement of the princi- 

ple of the two per cent cash 
discount advocated by the Amer- 
ican Association of Advertising 
Agencies and the Association of Na- 
Under the new 
rate card, the first two per cent of 
earned discount will be earmarked 
as a cash discount and rebated only 
as such. The same provision was | 
announced in May by the Blue Net- 


| work, to take effect June 15. 


Would Aid Smaller Stations 


Fundamental objective of the 
new discount structure is to encour- 
age advertisers to use maximum 


| nation-wide networks, thus increas- 


ing the financial revenues and the 
audiences of smaller affiliated sta- 
tions and removing one of the sorest 
spots in network-station relations 
at a time when government “mo- 
nopoly” actions threaten to break 
the traditional “exclusive” station | 
agreements. 

In adopting a plan to encourage | 
advertisers to use full networks, | 


CBS is departing from the tailor- | 


made network era that has pre- 
vailed for a dozen years. Existing | 
network dollar volume and station | 
hour discount plans have led to the 


concentrated on the larger clear 
channel and regional stations by | 
such large advertisers as Procter & 
Lever Brothers, Colgate- 
Palmolive-Peet, General Mills and | 
General Foods. Rarely have such | 
major food and grocery advertisers 
used more than 60 to 75 stations, 
except in the evening hours when | 
the networks have given informal 
priority on available spots to ad- 
(Continued on Page 36) 
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| The Kellogg Co. tied in with the gov- 


Expand Promotion for du Pont’s Pro-Tek in Dailies 


| will be headlined, “V Stands for Volume, Too.” 


| the past, the joint activity has never materialized. 


FOR NUTRITION 
We need them strong 


Grocers Condemn 
‘Snoopers Asked 


Concept Is ‘'Unsound,' 
Resolution Declares; 
Asks New Personnel 


ernment's expanding nutrition drive last | 


for Price Control 


week with this copy in Chicago news- By JOHN CRICHTON 
papers. In support of the program, | 


Kellogg announces, all its cereals are Chicago, June 10.—The National 
made from whole grains or are being | Association of Retail Grocers wound | 
restored “to whole-grain strength.” Plans |up a stormy session here today by | 
call for extension of the copy. passing a resolution asking Con-| 
;}maxed a meeting in which the gro- 


|gress to deny the Office of Price} 
p e fi | d { | Administration an appropriation for 

g ry cers alternately praised the govern- 
’ j|ment and demanded an_ entirely 
uppo S$ ompany § difterent type of administrative 


new employes. The resolution cli- 
| personnel. 


. | The resolution read in part: “The 
Wartime Scrap Plan whole concept of price control 
under which the OPA is now oper- 

ating is unsound and fallacious in 

that such major components of the | 

costs of production as wages and | 

farm commodities are not included, 


Printing Machinery 
Firm Offers Credit, 


War Stamp Tie-Up resulting in an economic squeeze | 
which, unless speedily corrected, | 

By RAYMOND G. GIBNEY will throw businesses into bank- | 
ruptcy. It is implied in this pro- | 

Pittsburgh, June 11.—Printing| posal to turn loose an army of | 
plants throughout the country on the retail merchants 


“snoopers” 
increasing interest this | of the United States. These men and | 
week in the wartime scrap allow-| women proposed for OPA enforce- | 
ance plan first broached by the Mil-| ment personnel can render more 
ler Printing Machinery Company, | useful service in the prosecution of 
on a modest basis, in March, and re- | the war than as an army of 
cently extended in scope and adver- | harassment operating at public ex- 
tised in business papers and via/ pense on the home front.” 
direct mail to the printing industry.| “Since every congressman who 
As the world’s largest exclusive | votes for the creation of this army | 
(Continued on Page 38) \ (Continued on Page 34) 
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Last Minute News Flashes 


New York, June 12.—-New merchandising opportunities created by war 
production have led E. I. du Pont de Nemours & Co. to expand adver- 
tising for Pro-Tek, greaseless cream which removes dirt and grime 
from hands. Although backed by some promotion previously, Pro-Tek 
is now receiving the du Pont chemical specialties division’s major atten- 
tion. Fifty-five line newspaper insertions once and twice a week will 


| appear in war industry cities. BBDO is the agency. 


‘Chevrolet Readies Institutional Campaign 

Detroit, June 12.—Chevrolet Motor Division is expected to swing into 
an institutional campaign late this month, using full pages in from 20 
to 30 magazines, including women’s and farm publications. Dealing 
with Chevrolet’s part in the war effort, the first of the series probably 
The company currently 
is using 6,000 newspapers, with 90-inch space in the larger cities, and cap- 


Bendix Aviation Plans Extended Drive in Magazines 

New York, June 12.—Bendix Aviation Corporation will launch a new 
expanded campaign in general magazines, beginning with a four-color 
spread in the July 11 issue of Collier’s. Full-color pages will follow in 
Life, The Saturday Evening Post and business papers. Various patriotic 
air force themes will demonstrate the role of the “invisible crew’’—Ben- 
dix aviation accessories. Buchanan & Co. is the agency. 


Frank Smith Joins Benton & Bowles 

New York, June 12.—Frank Smith, vice-president in charge of produc- 
tion, Leo Burnett Company, has joined Benton & Bowles, New York, 
where he will work on the Ivory Snow account. He was formerly asso- 
ciate manager of General Foods’ cereal division. 


, Cup and Container Institute Considers Ad Program 


New York, June 12.—Members of the © Cup and Container Institute are 


exploring the possibilities of am industry advertising program, it was | 
learned here today. Young ® Rubicam has been participating in prelimi- | 


J 
nary discussions. Although up for consideration on several occasions in | 


' 


/sumer products. 
|\& Gamble 


| tures 
their 


|employes 
pensation from the cther defend- 


|be produced 


Charge P&G Plotted to Get 


Lever Brothers’ Secrets 


Indictment by Grand 
Jury Alleges Theft 
of Swan, Vimms Data 


By IRWIN ROBINSON 


Boston, June 11.—A new chapter 
in the bristling competitive struggle 
being waged between Procter & 
Gamble Company and Lever Broth- 
ers Company, which has already 
manifested itself in lawsuits and 
counter-suits, was opened here this 
week when a federal grand jury 
returned an indictment charging 
P&G with using the mails to de- 
fraud and conspiring to secure con- 
fidential data covering Lever Broth- 
}ers’ research, production and ad- 
vertising activities. 

The lengthy bill, 
six - months’ 
grand jury, 


the result of a 
investigation by the 
named as defendants, in 


addition to the parent company, 
Procter & Gamble Mfg. Company, 
Procter & Gamble Distributing 


Company and ten individuals, in- 
cluding four P&G employes. Among 
the latter were D. Paul Smelser, 
manager of the market research di- 
vision, and C. W. Knappenberger, 
assistant research manager. Five of 
the defendants were at one time 
employed by Lever Brothers. 
Following the iSsuance of the in- 
dictment, officials of Procter & 
|Gamble in Cincinnati denied that 
leither “the company or its subsidi- 
aries ever engaged in any of the 
practices alleged against them.” 


Battle of Advertising Giants 


The grand jury action attracted 
widespread attention throughout 
the advertising world because of 
the importance of the two com- 
panies as merchandisers of con- 
Last year Procter 
ranked second among 
national advertisers, while Lever 
Brothers was in fourth place, hav- 
ing moved up from seventh in 1940. 
Both companies are _ believed to 
have increased their 1941 expendi- 
over the 1940 level, when 
combined outlay in news- 
papers, magazines, network radio 
and farm papers totaled approxi- 


;mately $24,000,000, with P&G's bill 
‘in excess of $15,000,000 and Lever 


Brothers’ expenditure more than 
$8,000,000. 

Procter & Gamble expenditures 
in all media for 1941 have been 
estimated at approximately $16,- 
000,000, Lever Brothers at $10,- 
000,000. 


The indictment enumerates the 
details of an alleged plot whereby 
Procter & Gamble representatives 
arranged with various Lever Broth- 
ers employes and others to trans- 


|}mit information on secret formulae 
tioned, “We’re Buying a New Chevrolet—the ideal car for these times!” 


and samples of products not yet on 
the market, together with newly 
designed wrappers, packages and 
advertising plans. Much of the data 
was sent by mail, the grand jury 
charges, and the Lever Brothers 
allegedly received com- 


ants for the information furnished. 

The grand jury also charges that 
Lever Brothers employes supplied 
information regarding evidence to 
by the company in 
connection with pending litigation 
involving both soap manufacturers. 
The period of the alleged misdeeds 


lis said to have extended from 1937 


up to the time the indictment was 


tiled. 

Among the revelations contained 
in the indictment is the claim that 
,|Lever Brothers developed a new 
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formula and manufacturing process | 
for a floating soap, later introduced | 


as Swan, prior to July, 1936, and 
continued to improve and perfect 
the product during the years that 
followed. Swan was finally placed 
on the market in January, 1941. 

The indictment includes the fol- 
lowing allegations: 

In or about July, 1937, Procter 

e & Gamble Distributing Com- 
pany and one of its employes, Ray- 
mond J. Lamping, entered into an 
agreement with three "Lever Broth- 
ers employes wherej,y the latter 
were to secure s@mples, wrappers 
and other data 0a Swan soap, then 
in an experiruental stage in the 
Lever Brothers Cambridge, Mass., 
dant, and deliver them to P&G. 

Samples and information on 
Swan were allegedly delivered to 
P&G agents in 1937, 1938, 1939 and 
1940. Although not indicted, R. K. 
Brodie, P&G vice-president in 
charge of manufacturing, was men- 
tioned as a recipient of some data, 
along with Dr. Smelser, Mr. Knap- 
penberger and others. 

Between 1937 and 1940 sample 

e bars and wrappers of Lux toilet 

soap, new packages and advertis- 


ing copy for Lifebuoy, and experi- | the first bar of Swan soap. The| 


mental samples of Rinso were 
allegedly transmitted by the Boston 
defendants to Cincinnati. 


ADVERTISING AGE 


June 15, 1942 


From Jar-uary to October, 1941, 

* secret figures covering produc- 
tion on a’, Lever Brothers products 
were Szcured from the Cambridge 
files and sent to Cincinnati. 
In the fall of 1941, samples of 

* the new I.ux soap, which had 
jnot yet been placed on the market, 
were allegedly sent to Procter & 
Gamble by the accused Lever 
Brothers employes. In September 
or October of the same year confi- 
dential formulae and data on 
| Vimms, Lever Brothers’ new vita- 
min product, were likewise trans- 
mitted, before the product had been 
introduced to the public. 
5 In November, 1941, informa- 
|s7e tion concerning matters dealing 
with pending litigation was mailed 
| to Cincinnati. 


Lists Specific Payments 


lengthy detail on all alleged trans- 


made for services rendered, a regis- 
tered letter containing $5 sent from 
Cincinnati to one of the Lever 
Brothers employes in Cambridge in 
December, 1937. The payment is 
said to have followed delivery of 


jaa month, another’ registered 
letter transmitted $25 to a second 
Lever Brothers employe, at the 


| 


The indictment, which goes into | 


actions, lists as the first payment | 


sample bars of Swan soap. 

Other specific payments listed in 
the indictment total $2,135, alleg- 
edly sent by defendants in Cin- 
cinnati to Boston and Cambridge, 


mediary. 
ranged from $100 to $400. 
Accused of Using Aliases 


One of the devices described in 
| the indictment as having been used 
a ae the alleged conspiracy was 


an alias, “John E. Burton,” which 
the grand jury said was employed 
/}on many occasions by C. W. Knap- 
|penberger and T. M. Maloney, P&G 
employes. The former was said to 
have adopted the alias when regis- 
tering at Boston hotels for meetings 
with various Lever Brothers em- 
'ployes, and letters containing 
samples and data on Lever Brothers 
products were mailed to “Burton” 
at a Cincinnati address. 

| According to the indictment, the 
Lever Brothers employes involved 
in the conspiracy included a soap 
jinspector, a soap packer, a night 
|telephone operator and others who 
‘had access to the company’s files. 
Requests for specific information 
on new products were forwarded 
by the Cincinnati defendants to 
| Boston and Cambridge on many oc- 


RN 
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ASS 


IN DRUG STORE SALES 
AMONG OHI0°S MAJOR MARKETS 


@ In an area where high industrial 
wages prevail normally and are com- 
bined with high income from agricul- 
ture, it is not surprising that Drug Store 
Sales reach a point exceeded, in Ohio, 


by only two other cities. 


The latest U. S. Census Reports give 
the 
Toledo Retail Trading Area 
(as designated by A.B.C.) as 
$9,286,000. Today, however, 


drug store sales in 


with Toledo's 500-odd diversified in- 
dustries producing war materials on a 
24-hour basis, all-time sales records are 
being established month by month. 


To cultivate this prosperous market, 


the advertiser has at his disposal the 


Toledo Blade, with exceptional cover- 
age of this entire rich area. 
The Blade's circulation is 
the second largest among 
Ohio's evening newspapers. 


OQLEDO BLAD 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


|After production figures on Lever 
Brothers products had been trans- 
mitted monthly from February to 
|October, 1941, there was a lapse, 
|the grand jury indicated, and on or 


|was mailed to the Boston inter- 
|/mediary, “in substance asking why 
the figures relating to Lever Broth- 
ers Company were not coming and 
|asking that they be sent,” accord- 
‘ing to the indictment. In Novem- 
/ber, 1941, a letter similarly trans- 
|mitted, requested “further secret 
‘and confidential information relat- 
‘ing to litigation pending between 
|Lever Brothers Company and Proc- 
iter & Gamble Company, and evi- 
dence to be produced therein by 
Lever Brothers Company.” The 
information requested was deliv- 
ered, the indictment says, and pay- 
ment of $400 was made for this 
service. 


Covers Many Products 


Although most of the informa- 
tion, samples and advertising ma- 
terial allegedly transmitted during 
the period covered by the indict- 
ment referred to the newer Lever 
Brothers products, such as Swan 
soap, new Lux, new Lifebuoy and 
Vimms, data made available by the 
Boston and Cambridge defendants 
also dealt with Rinso, Lux flakes, 
Spry and Silver Dust, the grand 
jury charged. Operations were de- 
scribed not only in the Cambridge 


and Baltimore plants. 

According to the indictment the 
“obtaining and retaining of em- 
ployment with Lever Brothers” by 
five of the defendants, “was in- 
tended to and did deceive and de- 
fraud the said company and induce 
them to part with their money and 
property, and to afford to said per- 
sons access to the premises whereby 
they could and did obtain access to 
the files and figures pertaining to 
the business of Lever Brothers 
Company.” 


Several Suits Pending 


The litigation mentioned in the 
indictment referred to several suits 
and counter-suits filed by the two 
competitors, now pending in Balti- 
more and Cincinnati courts. Shortly 
after Swan was launched on the 
wings of an aggressive advertising 
campaign, P&G instituted suit in 
Cincinnati, charging that the new 
Lever Brothers soap was an imita- 
tion of Ivory. P&G recounted the 
history of Ivory and pointed out 
that since 1883 consistent advertis- 
ing has connected the brand “in the 
public mind with certain features 
‘and subject matter, among others 
bathing babies, comparisons with 
castile soap and association with 
the swan.” Swan’s_ introduction, 
P&G asserted, was “in complete 
‘imitation of all the several 


in some cases through an inter-|about Jan. 26, 1942, a letter from | 
Individual payments|two of the Cincinnati defendants | 


| 
| 


annem —emeawe 
same time requesting three more /casions, the grand jury charged. | 


| 


| 


| 


and | 


‘combined features and character- | 


istics” of Ivory soap. 
Within a few weeks 


__NEW APPEAL 


ee 


-WAR-TIME WASHES NEED 
ANEW KIND OF SOAP... 
© Change to DUZ! 


DUZ does all 3 kinds of war-time wash! 


Get Procter & Gambie’s big Senp ecerer, \. 
Netey + mage towgner 


Featuring the use of Duz for wartime 

washdays, Procter & Gamble Co. ba; 

launched a new campaign for its soap 

product in 80 dailies. Compton Adver. 
tising is the agency. 


the competitive battle between ihe 
two white floating soaps has been 
pursued with no letup. About six 
months after Swan made its ap- 
pearance, Lever Brothers unleashed 
a new weapon by putting the first 
advertising in a decade behind 
Fairy soap, which it acquired from 
Hecker Products Corporation in 
1939. Once in the forefront of 
national advertising, Fairy soap 
had slipped far back. The resusci- 
tation enabled Lever Brothers to 
put in additional licks on white 


plant but also in Lever Brothers’ | floating soap. 
Hammond, Ind., Edgewater, N. J., | 


Universal Movie 
Ad Budget Up 25%; 
Adds Spot Radio 


New York, June 10.—Universal 
Pictures Company revealed _ this 
week that its 1942-43 promotion 
plans would be highlighted by a 25 
per cent increase over last year’s 
advertising appropriation. In addi- 
tion, Universal will make its initial 
appearance on the air with a series 
of spot announcements in key cen- 
ters te plug its major offerings. 

No plans for magazine copy have 
been made as yet, since this pro- 
gram will not be developed until 
fall, but indications are that it will 
remain at least as extensive as last 
year’s. The company plans to re- 
lease 55 feature productions, 14 
Westerns and 104 news reel issues, 
as well as a number of short sub- 
jects during the coming season 

J. Walter Thompson Company is 
the agency. 


Shenk Leaves Hill; J 
Bishop Joins Agency 


Allen K. Shenk, account execu- 
tive with W. S. Hill Company, 
Pittsburgh advertising agency, has 
resigned to join Erie Resistor Cor- 
poration, Erie, Pa., whose advertis- 
ing he has been handling for almost 
ten years. 

Fred E. Bishop, 


formerly with 


Lever | Packard Motor Car Company, De- 


| Brothers retaliated by filing a suit) troit, has joined W. S. Hill Com- 
|in Baltimore, charging P&G with| Pany as vice-president. 
|infringing on a soap product and | 


|process protected by Lever patents. | 


|The name of the product was not 
revealed. 


Lever Brothers also re-| 


plied to the P&G charges of imita- | 


tion by denying that 
advertised qualities of Ivory soap 
are exclusive to the P&G product. 
The manufacturer of Swan further 
declared that the size and shape of 
its product were not intended to 
\simulate Ivory, but represented a 
design “functional and essential to 
convenient manufacture, storage, 
distribution and sale.” 


Spectacular Advertising Used 


the widely | 


Swan’s appearance on the market 


in January, 1941, was accompanied 
by one of the most spectacular 
introductory campaigns ever given 
a new product. Extensive news- 
|paper and radio schedules were 
j}used in market after market, as 
distribution was extended nation- 
ally. 
|zines and outdoor were added. 
| Throughout last year and up to the 


present, Swan promotion has con- 


tinued on an elaborate scale. 
P&G did not permit Lever Broth- 
ers’ challenge to go unanswered. 


. | 
Ivory promotion was expanded and | 


Later, network radio, maga- | 


PRODUCTS 


Advertisers and 
Their Agencies 


What about your War time 
consumer advertising at ‘"¢ 
Point-of-Sale? Shortages :!! 
for substitutes—for sugar—'°r 
cans. New ingredients and n° 
packing methods suggest larx¢- 
scale consumer educational a¢- 
vertising. 

Low-cost Newscolor offers ‘"¢ 
fastest, lowest cost printing 
medium for folders, coun‘er 
giveaways, small booklets. For 
the best value in large volum¢ 
color printing, investig:'¢ 
Newscolor. 


SHOPPING NEWS 
“Rewse “Didision CLEVELAND 
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Paes + ee 


BUSINESS AS \lj 


> War has brought many sweeping 
changes into the personal as well as the 
business lives of countless Americans. 
Yesterday’s office Legree is often today’s 
lowly yard-bird; beneath the top kick’s 
shell you may recognize yesterday’s 
office Milquetoast. 

Not the least of the many obligations 
today’s changes have imposed on America’s 
business leaders is the necessity of re- 
evaluating markets and media in the light 


of their importance today... and tomorrow. 


For 1942’s production calendars, compres- 
sing coming decades into months and 
months into days, have completely invali- 
dated many of yesterday’s comfortable 
theories and conclusions. 

Today for example, 3 out of 4 of Amer- 
ica’s most important business and indus- 
trial executives read one or both of the 
two leading newsweekly magazines, rank- 
ing War News and Foreign Affairs, and 
National Affairs in top position on 


their list of reading preferences. (1942 


p . &. ‘*‘Newsweek...A Major Force in American Business & Industry,” 
is the title of a new 56 page book Newsweek is preparing for adver- 


tisers and agency men. Copies will be available shortly upon request to 
Newsweek, Promotion Department, 152 West 42nd Street, New York. 


-USUAL 


Study by Paul W. Stewart & Associates). 

This change in executive reading habits 
must be understood by a/l those wanting 
to reach today’s major markets with their 
advertising message. Evidence that it is 
being recognized by an ever-increasing 
number is shown by the fact that 85 new 
advertisers appeared in Newsweek’s pages 
during the first 5 months of 1942... that 


Newsweek’s advertising revenue for this 


period was up by a substantial margin 
over 1941. 
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Musicians’ Union 
Threatens Ban 
on Recordings 


New York, June 11.—Phonograph 
and transcription makers this week 
marked time awaiting concrete de- 
mands predicted by James C. Pe- 
trillo, president of the American 
Federation of Musicians at its 47th 
annual convention in Dallas. 

Mr. Petrillo opened the conven- 
tion Monday by threatening to pro- 
hibit the making of any recordings 
for use in juke boxes or on radio 
stations. Indicating that he would 
permit musicians to make records 
for home consumption, for the 
armed forces, for “our commander- 
in-chief, the President of the United 
States,” and for “our allies,” Mr. 
Petrillo flatly stated that recordings 
for juke boxes, as well as commer- 
cial and sustaining radio programs, 
were out after August 1. 

The musicians’ 
did not elaborate on what methods 


of enforcement would be employed, | 


but broadcast transcription makers 
linked the date with the expiration 


| Corporation, 
union president | 


lof their current licenses, July 31. 


|Such transcription companies as 
he orld Broadcasting, Associated 
|Music Publishers, Standard Radio, 
|and NBC Thesaurus, used on the 
|bulk of the smaller radio stations 
|about the country, operate under a 
license from the AFM that expires 
cach three months. 
Are Optimistic 

Spokesmen for these companies 
expressed the opinion that the AFM 
demands would be aimed at the use 
of home phonograph recordings on 
the air and in juke boxes, and not | 
at broadcast transcription services, 
pointing out that any attempt to 
substitute live talent for transcrip- 
tions and recording on every small | 
station would drain the supply of 
available musicians and force many 
smaller broadcasters out of busi- | 
ness. 

One transcription company offi- | 
cial observed that throughout his 
career as president of the Chicago , 
|Federation of Musicians, Petrillo 
|had always preceded concrete de- 
mands with threats of “the impos- 
sible.” 

RCA-Victor, Columbia Recordirg 
and Decca, principal 
home phonograph manufacturers 
now mark their labels “For non- 
commercial use on phonographs in 
homes only.” These 
pointed out that records are sold on 


|speakers for the 


June 15, 1942 


the open market, and that they can- 
not police purchasers to assure that 
the records are not used by small 
stations, or by juke box operators. 

It was pointed out, however, that 
the AFM might enforce demands on 
network affiliates and on subscrib- 
ers to transcription services by 
threatening to cut off their network 


|service or their library transcrip- 


tions at the source. 


ALCOA’s Carr to Speak 
Before AFA June 23 


The June 21-24 convention pro- 
gram of the Advertising Federation 
of America neared completion last 
week as the AFA announced that 
Cc. C. Carr, director of advertising 
and public relations of the Alumi- 
num Company of America would 
speak before the luncheon sponsored 


| by the Advertising Women of New 


York Tuesday, June 23. He will 
share the spotlight with Thomas E. 
Dewey. 

Lt. Col. Edward M. Kirby, chief, 


/radio branch, War Department bu- 


reau of public relations, heads the 
“Radio Goes to 
War” conference Wednesday morn- 
ing, June 24. Speakers include 


|Samuel R. Rosenbaum, president, | 7 
‘| WFIL, Philadelphia, and John M.| field house. 


Outler, Jr.. WSB, Atlanta. All ses- 
sions of the AFA’s 38th annual con- 


Commodore, New York. 


That was Chase in Chicago 


... our biggest dealer's dropping our line! 


SALES MANAGER: “That's the third account we've lost in a 


week! 


service, regular contact. 
go to some competitor who can. 
lick—and fast!” 


I don’t blame Chase or the other men on the road. We're 
short-handed, and they’ve got too much territory to cover. 
we can’t expect our customers to worry about that. 


But 
They want 


And if we can’t give it to them, they'll 


That’s one problem we've got to 


AD MANAGER: “Here's how to keep in touch with our dealers. 
We can’t call regularly in person, so why not do it by mail? Send 


regular bulletins to‘all the trade. 


for war production. 
per cent, why our men can’t call 
tin I worked up. Expensive? 
with our printer. 
investment.” 


Show them what we're doing 


Explain why we can’t always fill orders 100 


so often. 
No! 


Here’s a sample bulle- 
I've already talked price 


And whatever the cost, it will be a good 


WAYS TO 
HOLD YOUR 
MARKETS 


by keeping in touch 
with your trade 


F YOU'RE SHORT on man power, | 


replace it with the power of paper 
and printing. Use the selling power of 
well-planned,  well-printed — mailings 
that tell your story foreefully and 
economically. 

Here are three ways to do the job 
... three suggestions as to the right 
paper to use... and three kits of ma- 
terials to help you plan and produce 
the most effective mailings. 
| Send out hard-hitting broadsides 
with a real selling wallop. Use strik- 
ing colors, plenty of pictures. And 


print them on Hammermill Offset, the | 


paper that gives you splendid repro- 

duction plus the economy of work- 

and-turn printing. 
For help in planning broadsides, 
get the latest collection of com- 
mercial reprints on Hammermill 
Offset. Over-runs of actual jobs. 
l-color, 2-color, 4-color work. It's 
a warehouse of useful new ideas. 


Send out smaller mailings with 
your regular correspondence, as_ bill 
enclosures or as separate pieces. To do 
the job economically, use Hammermill 
Opaque. This paper is light in weight. 
Cuts paper and postage costs. But it 
has the opacity of heavier stock. You 
can print both sides without objec- 
tionable show-through. 

To see for yourself the kind of 

printing you can produce, send for 

the collection of specimens on 

Hammermill Opaque. Illustrated 

letters, dealer folders, promotion 

bulletins—9 different pieces in all. 


3 For rush bulletins, have some 
printed bulletin headings ready for 
use in your stencil duplicator. And to 
make sure every copy is sharp, clean, 
readable, Hammermill Mimeo- 
Bond. With this paper you can get 
3000, and more, clear copies from a 
single stencil. 
For help in getting better conies, 
ask for “Good Stencil Duplicat- 
ing.” Booklet covers entire stencil 
duplicating process. 
useful tins for your operator. Re- 
ceive a 100-sheet packet of Ham- 
mermill Mimeo-Bond to test on 
your equipment. 


USE THIS VALUABLE COUPON 


use 


Hammermill Paper Co., Erie, Pa. 
AA 6-15 


Please send me the kits checked 
below: 
71 Collection of Commercial Speci- 


mens on Hammermill Offset 
[] 2—Collection of Commercial Speci- 
mens on Hammermill Opaque 
C]) 3—“Good Stencil Duplicating” and 
test packet of Hammermill 
Mimeo-Bond 


Name 


Position. . iikel cate eh ae eae 
(Please attach to your company 
letterhead) 


Contains | 


Wilson Campaign 
| 

Sells Exercise- 
Not Equipment 


(Picture on Page 39) 
Chicago, June 11.—A _ dramatic 
story of how a company shifted 


from product promotion to adver-| 


tising its field of service was dis- 
|closed this week in the advertising 
campaign of Wilson Sporting Goods 
Company and Wilson Athletic 
Goods Mfg. Company, a campaign 
|which has already received 
can government, business and 
|sports figures. 

In a two-color double truck in 
the June 6 Collier’s, Wilson un- 
veiled its new drive. Using a photo- 
‘mural type of illustration showing 
|athletes against a background of 
war, the copy quoted a statement 
made by Gen. Douglas MacArthur 
|when superintendent at the U. S. 
|Military Academy, and which is 
|today engraved over the academy’s 
“On the fields of 
friendly strife,’ the general said, 
“are sown the seeds which, in other 


companies | vention will be held in the Hotel | years on other fields, will bear the 


fruits of victory.” 
Uses Executives’ Statements 


Tied in with the illustration was 
|a picture of some of the athletic 
‘equipment made by Wilson, and 
some selling copy, but prime em- 
|phasis was given to statements by 
| .. B. Icely, president, and Thomas 
E. Wilson, chairman of the board, 
/who emphasized the vital role of 
‘athletics in keeping a nation fit for 
the physical demands of war. The 
better quality and wearability of 
Wilson equipment was also stressed. 
| Behind the 1942 campaign lies a 
|history of consistent efforts by Mr. 
\Icely to persuade the sporting 
goods industry to back a drive 
which would put first consideration 
on the importance of athletics in 
maintaining health and morale in 
both schools and industrial plants. 
Surveys have been made, and there 
were times when such an industry- 
wide advertising theme was consid- 
ered likely, but it never emerged. 
Now Wilson has taken over the job, 
and promotion of exercise and of 
athletics will take the spotlight. 

Nowhere in the campaign does 
selling equipment usurp the first 
place given to stressing physical fit- 
ness. In copy appearing in a num- 
ber of national magazines, divided 
full pages are used, with Wilson 
|copy appearing in the four outside 
columns of facing pages. Typical 
copy features the signed statement 
of Messrs. Wilson and Icely: “No 
nation can be successful in war 
while its functions are frustrated 
by a people not physically fit to 
man capably all arms of the serv- 
ice... at home and on the fighting 
fronts.” 

A second theme to appear in 
many of the advertisements indi- 
cates the necessity of conserving 
sports equipment, and_ describes 
means of conserving it. Golf play- 
ers, for example, are asked to take 
la penalty stroke rather than risk a 
iclub in playing a shot out of a bad 
jlie. Likewise, players are asked to 
|}subscribe to a “Player’s Pledge”’— 
although there is no formal enlist- 
ment—in which an important point 
states that if the player buys new 
j}equipment, he will make his old 
|equipment available to some Amer- 
|ican “who needs exercise, too.” 


| 


| According to J. C. Ewell, president 
of United States Advertising Cor- 
(peratsteeses Wilson's agency, the Mac- 


the | 
approbation of outstanding Ameri- | 


| Arthur spread brought commenda- 
tory letters from Americans in a}! 
walks of life. He showed Apver- 
TISING AGE letters from Secretar, 
of State Cordell Hull; Steph 
Early, President Roosevelt’s pr: 
‘secretary; Robert P. Patters: 
‘Under Secretary of War; Fra 
Leahy, head coach at Notre Dame 
|University; Robert Zuppke, retired 
| football coach at the University 
|Illinois; and other prominent fic- 
jures of the business and athle: 
world. The tone of the letters m 
be judged by this excerpt from \) 
Leahy’s: “I have never seen a m« 
significant, thought-provoking pix 
of advertising, and you and y 
company are to be congratulat 
upon its timely message.” 

Now in production is a b 
entitled “Sinews of Freedo 
which will be distributed to ¢ 
,ernment officials, every coach in ‘ie 
country, every professional, «nq 
leading business executives. The 
emphasis on business executives in 
| Wilson’s promotion stems from the 
company’s long-standing belief ‘ha 


|industrial plants need more and 
better recreational programs for 
their workers. 

From a supply standpoint, the 
athletic goods business is in fair 
shape. Wilson has converted inuch 
of its manufacturing facility to war 
production, making such items for 
the armed forces as first aid kits, 


tank helmets, jackets and swesters. 
The current Wilson promotion 
will run through August, and its 


|institutional, conservational slant 
| may continue to identify Wilson 
copy for some time. On the list of 
|magazines are: Collier’s, Esquire, 
| Life, The Saturday Evening Post, 


| Scholastic, Social Spectator, Survey 
|Graphic and United States News. 


|\In athletic business papers copy 
will appear in American Lawn 
Tennis, Athletic Journal, Golfing, 


Golfdom, Pacific Coast Golfer, PGA, 

| Professional Tennis, Scholastic 
|\Coach, Southern Coach & Athiete, 
| Sporting Goods Dealer, and West- 
ljern Tennis. 


Flagler New Commander 
of Chicago Post 170 


Elmer E. Flagler, Western man- 
ager, New York Daily News, has 
| been elected commander of Chicago 
'Post 170, American Legion, suc- 
ceeding Gordon Smith, advertising 
manager, Republic Coal & Coke 
Company, who becomes chairman 


Elmer E. Flagler, left, and Ernest M. 
Roscher. 


of the board. Ernest M. Roscher, 
St. Louis Post-Dispatch, was elected 
first vice-commander; John T. Bal- 
kam, second vice-commander; Ger- 
ald Wroe, This Week Magazine, 
third vice-commander; Francis J 
Crowell, George A. McDevitt Com- 
pany, treasurer; Otis Beeman, Au- 
brey, Moore & Wallace, assistant 
treasurer; Jules C. Gerding, Stack- 
Goble Advertising Agency, adjut- 
ant; Robert R. Harkness, assistant 
adjutant. 

New directors are Donald V. Mc- 
Carthy, Carter & Holmes; Anson 
Meanor, Commercial Car Journal 
Bruce Van Cleve, Cosmopo/itan, 
and Ed Von Tress, Curtis Pu : 
ing Company. The post’s annual 
golf tournament will be he at 
Briergate Country Club June 19 
The date is a new one, adopted to 
avoid conflict with another acver- 
tising golf meet. 
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|) Buddy Wright 
on his Bike 


— 1s only 5 minutes 
from two of America’s 
63,000 Drug Stores 


| Yer The Joe Wrights* 
: keep a young Drug Store at Home 


ng Don’t ask us cohy— but they do 


Mr. & Mrs... . Buddy & Sts 


din- 


ih X% If you haven't met 
the Joe Wrights, we'll 


send you their story. 


Can You Use Over 
23 Million 
Wright Families? 


ALL MAGAZINES SELECT AUDIENCES 
OURS 1s a FAMILY Audience. It creates a planning and buying 


mood for your benefit every time the magazine is picked up. 
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War Impact on British 
Marketing Outlined 


Bureau of Foreign and Domestic 
Commerce, Department of Com- 
merce, has compiled information on 
the impact of war upon the distrib- 
utive system in Great Britain in a 
new booklet entitled, “Effects of the 
War on British Marketing.” It may 
be obtained from the Superinten- 
dent of Documents, Washington, 
D. C., for 15 cents. 

Price control, control of supply, 
concentration and merchandising 
operations are outlined in the book- 
let, which also contains regulatory 
legislation and the agencies respon- 
sible for war statutes. Packaging, 
advertising and trademarks are 
among the subjects covered. 


“I wonder why our Army is protecting 
WEDF Flint Michigan’s coverage!” 


FCC Launches 


Fight to Retain 
lts Full Powers 


Washington, D. C., June 11.— 
Efforts by the Federal Communica- 
tions Commission to forestall legis- 
lative action which would curb its 
powers started tamely before the 
House interstate commerce commit- 
tee today as Chairman James L. Fly 
began what promises to be a lengthy 
presentation by outlining FCC war 
activities. 

Before a record crowd which in- 
|cluded four previous’ witnesses, 
three FCC commissioners and a 
handful of their underlings, Chair- 
man Fly confined his initial testi- 
| mony to a discussion of the commis- 
sion’s war role. He reserved for 
| later appearances 


/occupied most of the committee 
/time since hearings were started. 
|The agency head said that licensing 
was now a minor function for FCC, 
since expansion of broadcasting 
facilities is out of the question and 
|and the chief effort is to maintain 
the status quo. He said that about 


half of the FCC staff and appropria- 
tion are now being used in “polic- 
ing the ether.” 

He described in detail FCC moni- 
toring operations, introducing maps 
and pictures to show how un- 
licensed stations are tracked down, 
and how foreign propaganda broad- 
casts are picked up and recorded. 
He told how “Station Debunk,” a 
German propaganda outlet claimed 
to be in the Midwest, was found to 
be in Germany. In this connection 
he mentioned the station’s claim 
that it is licensed by FCC and drew 
a laugh by adding that not even 
FCC critics who have charged the 
commission with exceeding its au- 
thority would believe this claim. 

By beginning his testimony with 
an outline of war activities, Mr. Fly 
indicated that his plan may be to 
try to convince the committee that 
the commission is so involved in 
vital war work that it should not 
be disturbed by the threat of re- 


| strictive legislation. 
his comment on | 
the controversial issues which have | 


Spearman Testifies 


Preceding Chairman Fly to the 


| witness stand was Paul D. Spear- 
| man, 


spokesman for Network Affiliates, | 
| have taken that method rather than 


Washington attorney and 


Inc., who outlined the case of inde- 


| pendently-owned local and regional 


stations as it conflicts with that pre- 


viously presented in behalf of clear 


WAI 


CHAT 


~ >: a 


ld) 


sal 
TON 


In its 18th year of dominating the Chattanooga market s 
area, WDOD brings you 5,000 watts night and day from * 
completely new and modern studios, with brand new speech 
equipment throughout and the only transmitter in the coun- 
. the most modern, most 


try duplicating WABC's . . 


POLK 


Pw Trays 


effective facilities in all radio. With its new night power 
directionalized toward the rich population centers to the 


Southeast, WDOD's unchanged rate card delivers a sub- 
stantial listener bonus to all advertisers. 


REP.: PAUL H. RAYMER CO. 


9. 
> 


| network 


: . 
channel broadcasting service. Mr. |# 


Spearman introduced engineering 
maps to contradict those previously 
presented, and belittled the clear 
channel stations’ “love and affection 
for farmers in arguing for undupli- 


cated clear channels and for more | 


and more operating power.” He 
contended that Class 1-A stations 
should not be allowed lower in- 
creases in order to reach remote 
rural areas so long as they maintain 
their locations in the most densely- 
populated metropolitan areas and 
“take the cream of the business 
which advertisers do by radio.” 

He asked that any new legislation 
limit station power to 50 kilowatts, 
the current peak permitted by FCC, 
and said that clear channel stations 
would be able to “dominate the 
radio advertising business’ if their 
ambitions on the power question are 
realized. 

Step Logical, Is Claim 


If the FCC could have drawn an 
amendment to present radio law 
which would have granted specific 


| power to formulate network regula- 


tions without going too far and 
which would have stood a chance of 
enactment by Congress, it would 


acting as it did, the committee was 


| told yesterday by Louis G. Cald- 


well, counsel for the Mutual Broad- 
casting System. The witness also 


|claimed that the committee could 


not possibly probe the controversial 
monopoly subject as deeply as FCC 
has done, and hence should not 
overrule the action taken by the 
body created by Congress. 

Mr. Caldwell, who was the first 
general counsel of the old Federal 
Radio Commission which preceded 
FCC, made an exhaustive 65-page 
statement in the course of two days, 


arguing in favor of the network or- 
der and against many of the provi- 
| sions of the Sanders bill under con- 
| sideration 


by the committee. He 
was not cross-examined as diligently 
and as belligerently as other MBS 


; Witnesses were last week. 


Takes Issue With Paley 


Near the close of his stay on the 
| stand, however, Rep. James P. Mc- 
Granery asked if putting the FCC 
regulations into effect 
| woud not lead to “cut-throat com- 


| petition.” Mr. Caldwell replied: 
“We have cut-throat competition 
now—only Mutual is. the cut- 


throatee.” 


Crowns from Can 
Is Pepsi‘s Plan 
to Meet WPB Ban 


| New York, June 11.—Pepsi-Cola 
Company today announced plans 
for stamping bottle crowns out of 
|salvaged tin cans to solve for its 
bottlers production limitations that 
might result from last week’s WPB 
order limiting use of black plate 
and terneplate. 

The order limited users to 60 per 
cent of last year’s consumption by 
weight. By using lighter plate, 
crown manufacturers hope to equal 
approximately 70 per cent of last 
year’s allotment. 

Pepsi-Cola officials expect to gain 


an extra 10 per cent through 
stamping crowns from old cans 
purchased from charity sources. 


One No. 10 can will yield approxi- 
mately 40 crowns. Pepsi-Cola Com- 
pany has been making its own 
crowns for several years. 

A number of beer and carbonated 
water manufacturers are shifting to 
larger bottle sizes as the result of 
the order. 


FEATURES QUARTS 

Newark, June 11.—With copy ex- 
plaining that even the humble bot- 
tle cap is now on the WPB’s ra- 
tioned list, P. Ballantine & Sons 
today launched the first of two 
newspaper insertions aimed at gain- 
ing wider consumer acceptance of 
its quart-size bottle. One hundred 
papers in as many cities carried the 
copy in page and 1,000-line ads, 
and another insertion is scheduled 
for next week. 

J. Walter Thompson Company is 
the agency. 


| Chicago Tribune’ 


Marks 95th Year 
With Celebration 


Chicago, June 11.—The Chica 
Tribune celebrated its ninety-fi 
anniversary by inviting 900 leads -s 
in the business, political and scc 4| 
|world to visit its plant last nig t 
They came in such numbers t) st 
| working newspaper men Carried | ny 
ltheir regular assignments wh ‘e 
\visitors in evening clothes viewod 
their operations at short range. 

Gov. Dwight Green and M 
|Green were among those y 
'visited every department of 
|newspaper, seeing just how a m 
|ropolitan journal is produced, a4 
studying such modern deve! 
‘ments as telephoto and color p .- 
tography reproduction. Fan 
news pictures were shown as l] 
as historic front pages from ‘he 
Tribune’s files of the past 95 yours 

Col. Robert R. McCormick, e 
and publisher of the Tribune, who 


personally welcomed visitors tv the 
anniversary celebration, annou iced 
that the newspaper has begun the 
project of publishing a history of 
100 years of American develop- 
ment, based on Tribune files. The 
first volume in the series wil! be 


published shortly, and the cente 


ary record will be completed by the 
hundredth anniversary celebration 
in 1947. 

A feature of the celebration was 
\a broadcast over WGN last night, 
jin which newspaper progress 
ithrough the decades was drima- 
‘tized. 


Casey Named Sales Mar. 


John J. Casey has been appointed 


'sales manager in charge of promo- 
tion and advertising for Great At- 
|lantic & Pacific Tea Company in the 


|Albany, N. Y., district. Assistant 
|sales manager in that territory 
since 1925, he succeeds the late 


| Christopher Newman. 


| 


| 
| 
| 
} 


1 Salt Lake City’s 


| Most 


Listened-to 
Station* 


UTAH’ ONLY 


NBC 
STATION 


See latest Hooper ratings 


POPULAR 
Sitio NBC 
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7 Air raid? Epidemic? Phoney photo? ... 
3 No, the picture is the McCoy. It’s merely the 
" Madison Avenue Nobody Knows—except a few 


admen. It’s all a matter of timing—L0:09, to 
be exact, of a Sunday morning. 
Sunday morning. all the people who make 


4 Madison Avenue, or any Main Street are at 


home. They aren't making trains. keeping up 


with schedules or time clocks. Most of them 


are just loafing, off the job, unoccupied . . . in 
pajamas, shirtsleeves, with their hair down... 
7 obviously, a swell time to do some advertising. 

You can reach these Sunday millions by 
radio, if they turn to your program at the right 
time. Or in the Sunday papers, if they turn to 
your ad... But you can hardly miss. any time on 
Sunday, in the comics sections of Metropolitan 
Group—because 81% of the men, 79% of the 
women, and virtually all the kids. habitually 
turn to the funnies. Sunday comics are one 
of the strongest habits, rooted in childhood, 
never changed. 

And Metropolitan Group is made up of 
leading newspapers that reach the best people 


in the best markets—with the best comics! The 


Group has more than 11,000,000 circulation, 
one-third of all U.S. families. concentrated 
where two-thirds of all retail sales are made. 
Family coverage ranges from 10% to upwards 
of 50% in more than a thousand city markets. 
Four colors. Half-page unit that says and shows 
a lot. Cost—comparable to newspaper r.o.p. 


If your timing is right. you'll find out about 


Metropolitan Group, now! Ask any office. 


a 
= 


Metropolitan Group 


Baltimore Sun e Boston Globe ¢ Boston Herald « Buffalo Courier-Express ¢ Chicago Tribune e Cleveland Plain Dealer « Des Moines Register « Detroit News ¢ Detroit Free Press 
New York News «© New York Herald Tribune « 


Rochester Democrat & Chronicle « St. Louis Globe-Democrat ¢ St. Louis Post-Dispatch ¢ St. Paul Pioneer Press « Springfield Union & Republican ¢ Syracuse Post-Standard « Washington Star ¢ Washington Post 


Pittsburgh Press © Providence Journal 


Milwaukee Journal « Minneapolis Tribune & Star Journal « Philadelphia Inquirer « 


220 East 42d Street, New York *« Cuicaco: Tribune Tower + Derrorr: New Center Building. « SAN FRANCISCO: 155 Montgomery Street 
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m = 100 Ad Agencies 
mm = Volunteer Services 
for War Effort 


* New York, June 11.—More than 

— 260 advertising agencies have, in a 
a ’ . . 
week’s time, volunteered their 


services for work on 
war-aid advertising, 


government 
in response to 


er a call from the American Associa- 
ia tion of Advertising Agencies. 

a Frederic R. Gamble, managing 
Fs director of the Four A’s, in asking 
eS agencies to register with the asso- 


ciation for volunteer work as units 
or as individuals, outlined the poli- 
cies that will govern government 
placement of war-aid advertising 


through the Advertising Council, 
and compensation, if any. 
Mr. Gamble emphasized that 


planning and creative services were 


Buy War Bonds and 
Stamps TODAY. 


especially desired. Advertising de- 
| veloped by volunteer work of agen- 
cies or individuals, he stated, might 


in some cases be run by advertisers | 


or groups of advertisers. 
No Agencies Designated 
In other cases government adver- 
tising will follow the Treasury De- 
partment plan of dissemination in 
mat and proof form for local under- | 


writing. In some cases no paid 
advertising will be involved. 
Neither the Four A’s nor the 


Advertising Council will designate 
agencies, he reported. Wherever 
possible selection will be made by 
the government departments con- 
cerned. 

Whenever a campaign prepared 
by the council’s volunteer workers 
is underwritten by advertisers, the | 
|/underwriters will be asked to select | 
an agency, according to Mr. Gam- 
|ble. (McCann-Erickson was _ se- 
\lected to direct the council’s 
general salvage program by the 
members of the American Iron & 
|Steel Institute, and Kenyon & 
| Eckhardt was named as agency for 
the fats salvage program by the | 


soap and glycerine interests.) | 


Compensated for Creative Work 


“If this should be a different 
agency from the one which did the | 
|planning and creative work,” Mr. | 
|Gamble states in his letter to agen- 


cies, “The placing agency would be 
expected to compensate the agency 


Navy to Resume 
which did the creative work. 
“Whether you will be asked to Test Drive for 
do a government job as an agency 
unit or to supply one or more indi- Recruits i in East 
viduals to form a group of volun- 
teers from different agencies, will 


depend on the circumstances sur- 
rounding the individual problem. 


New York, June 11.—Another in| 
the U.S. Navy’s series of test drives 
to promote general enlistments will 
— be launched in Sunday newspapers 
“Inasmuch as this is a volunteer | peginning July 5. The drive will | 
effort, there will probably be 4/ be jimited to the Northwest recruit- 
number of jobs for yg agg ing division and will consist of four 
ct note will “~~ be ~via ab oF =| 1,000-line r. o. p. black and white 
planning an creative services. advertisements, supplemented by 


However, you can be sure in all color insertions in metropolitan 
cases to recover cash outlays for 
magazine sections. 


materials or services purchased | 


outside the agency, if authorized by iter a ee oe “een ie 
the government department. }ten states—Maine, Massachusetts, 
a |New Hampshire, Vermont, Rhode 
Outler Appointed Island, Connecticut, New York, 
John M. Outler, Jr. commercial | NeW Jersey, Pennsylvania and 

J ; Delaware. 


manager of station WSB, Atlanta, 
has been appointed chairman of the 
sales managers’ executive commit- 
tee of the National Association of 
Broadcasters. He succeeds Eugene | 
Carr, who left WGAR, Cleveland, 
recently to join the radio division 
of the Office of Censorship in 
Washington, D. C. 


This latest recruiting drive will 
represent the Navy’s third advertis- 
ing venture this year. In January 
four insertions addressed to mid- 
year high school graduates ap- 
peared in The American Weekly 
and This Week Magazine. Later, 


| around 


Bonds for Better 


Peacetime Homes, 
Meredith Urges 


Des Moines, Ia., June 11.—The 
Meredith Publishing Company ha 
announced an editorial progran 
the theme of “Planning 
Today and Tomorrow” which wi! 
be developed in Better Homes an: 


| Gardens and Successful Farming 
,and will be tied to promotion o 


/purchases of bond sales as a back 
|log for future investment in bette 
living. 

Readers of the magazines will b 
reminded that the time to plan new 
homes and other facilities is now 
with the specific program of usin 
wartime savings in governme: 
bonds as the means for accomplish 
ing projects which can be carri: 
out after the war is over. 

A typical editorial suggestion 
the July issue of Better Homes anid 
Gardens, in which the new the 
was introduced, says, “Plan y 
new home now! Most families ca)'t 
build a new home now because of 


‘in April, 500 college newspapers 

naar ~ ; were used to tell undergraduates | 

Hotel Account to Maxon how to enlist while continuing their | 

Savoy-Plaza Hotel, New York, Studies until obtaining a degree. 

has appointed Maxon, Inc., New, Batten, Barton, Durstine & Osborn 
York, to handle its advertising. ‘is the Navy agency. 
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The New Haven 
As New England's 


Because: 


. It has a self-contained 


It has the 2nd largest 
America. 


~~... \_ EVERY EVENING | SEE MORE THAN 


| 


wartime restrictions. But now’s 
the time to plan and save for your 
home. Do it by putting this Bild- 
cost story in your home scrapbook 
and a= sufficient portion of your 
regular savings in war bonds (ear- 
marked ‘Our New Home’) to 
finance it. By so doing, your home 
can be completely planned and paid 


|for when the time to build comes.” 


| 


/ment, 


If YOU could see what 


I see... 


| fully by 


Seiberling Reorganizes Ad 
and Related Lines Depts. 


374,615 PEOPLE 


Territory Rated 
2nd Test Market 


It has a diversified, representative population. 
economy. | 


- It has many well diversified industries. 


freight terminal in North 


It is the jobbing center for Connecticut. 


Advertising Campaigns Are Successful In 


Another article carries the com- 
“The same bond-buying dol- 
lar that is building a tank today 
can build your home tomorro\ 
build, equip, furnish and garden it 
Here’s a Planning-for-Today-and- 
Tomorrow story that shows how it’s 
done.” 

The publishers believe that war 
bond sales in increasing volume can 
be promoted by introducing the 
theme of long-range personal plan- 
ning such as has been used success- 
savings banks and _ insur- 


ance companies. 


Seiberling Rubber Company, Ak- 
/ron, has completely reorganized its 
advertising and 
and related lines 
departments to 
“effectively  co- 
ordinate mer- 
chandising assist- 
ance” for the 
company’s larger 


-<_* 

, dealer organiza- 

wv tion. 

The reorgan- 

ization advances 

N. E. Malone, 

formerly adver- 
tising manager, 


G. F. Weisenbach to merchandising 

manager, and 
George F. Weisenbach, formerly of 
the advertising department of Fire- 
stone Tire & Rubber Company, to 
advertising manager. E. L. Parker, 
formerly of the service sales de- 
partment staff, has been appointed 
manager of the related lines de- 
partment. 


SPOT BROADCASTING 


permits spot budgeting 
to fit each market’ $ volume! 
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In The Year Of 


The Chicago Daily News was the first 


newspaper in America to establish its own 
world-wide news gathering staff. The year 
was 1898 when “Remember the Maine!’ 
was the fighting slogan of the U. S. A. 


Toaay, matured by time and event, The Daily News Foreign Service stands as one of the 
truly great achievements of American publishing. Organized on an heroic scale—alert in its 
coverage of all the vital fronts—this service abroad is unmatched by any other newspaper. 
« * * Everywhere that war is being waged the men of The Daily News Foreign Service are in 
the thick of it. They write firsthand from arenas where vital struggles are shaping the des- 
tinies of nations. Theirs is the valiant job of searching out the facts—of sorting out truth from 
falsity—so that their free-thinking fellow Americans may know. * * * In the columns of The 
Chicago Daily News an audience of 1,250,000 readers closely follows their brilliant and respon- 
sible dispatches as day after day they unfold history being made at breathless pace. This intel- 
ligent, eager minded audience demands journalism of the highest order. And finds the demand 
answered in The Daily News. * * * Advertisers who regard editorial performance as a major 
measurement of media value and power will head their Chicago list with The Chicago Daily 
News—the newspaper of first importance in the important Chicago market. 


THE CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO ” NEW YORK OFFICE: 9 Rockefeller Plaza 
DETROIT OFFICE: 7-218 General Motors Building ° SAN FRANCISCO OFFICE: Hobart Building 
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feck Adverse 
Aid in Sustaining 
Foreign Media 


New York, June _ 11.—Appoint- 
ment of Harold N. Elterich, vice- 
president of Gotham Advertising 
Company, as special consultant on 
advertising to the Coordinator of 
Inter-American Affairs, pointed 
this week to the start of an ener- 
getic drive to impress business 
management with the need for 
maintaining promotional activities 
in Central and South America, de- 
spite wartime problems. 


Mr. Elterich, who has specialized | and 


small group meetings. Mr. 


in Latin-American advertising dur-'Elterich will then follow through 


ing the past 14 years, will work’ 


through the Coordinator’s Commer- 
cial Division, with headquarters in 
Washington. 

The steady shrinkage of Ameri- 
can advertising volume in Latin- 
American media has hit newspapers 
and radio stations hard. Officials 
concerned with hemispheric rela- 
tions are convinced that the sur- 
vival of friendly channels of com- 
munication is essential to the Good 
Neighbor program. 


To Use Direct Approach 


Preliminary plans indicate that a 
direct approach to key management 
executives will be made by Nelson 
Rockefeller, Coordinator of Inter- 
American Affairs, both by letter 


and carry the story to industry. 
Advertisers will be urged to utilize 
the same sort of copy themes they 
have featured in domestic media, 
with special emphasis on the rea- 
sons underlying supply shortages 
and shipping difficulties. COIAA 
officials stress the fact that the citi- 
zens of the other American repub- 
lics must be told that the U. S. is 
feeling the same pinches that are 
altering living conditions univer- 
sally. 


Allowed as Tax Deduction 


It is understood that conversa- 
tions between the Coordinator’s 
office and the Treasury Department 
have developed the same viewpoint 
on allowability of export advertis- 


ing as a deductible item for tax 
purposes as that expressed in 
Washington recently by Secretary 
Morgenthau. The feeling is that in 
cases where companies were for- 
merly active in Latin-American 
markets, the Treasury will regard 
these foreign budgets as “reason- 
able” expenditures used to explain 
marketing difficulties and to retain 
trademark identity and brand ac- 
ceptance for resumption of trade in 
the post-war era. 

Don Francisco, director of the 
COIAA Radio Division, has con- 
sulted with export advertisers, 
agencies and media representatives 
on several occasions in recent 
months, in an effort to develop an 
accurate picture of the situation for 
subsequent action by the Coordi- 
nator’s office. 


“Cover-to-cover, the facts indicate 
that it is one of the most USEFUL 


magazines in America today. 


Wherever you find it, you find a 


business man... well informed.” 


TRAFFIC GAINS 


CHANGES IN TOTAL MACond SHIFTS IM WAC DISTRIBUTION 


718% < > 14.9% 


AUDITED BAC «ADJUSTED HAC 
PRIOR TO 1962 mar 1942 


(QQ revesteian 77) ST.CAR-OUS EB avtomosie 


Increases in street car, bus and pedes. 
trian circulation, offsetting the loss of 
auto travel, are shown in this new chart 
prepared by the Traffic Audit Buresu. 


Outdoor Circulation 


Gains Despite Auto 
Decline, Says TAB 


New York, June 9.— Increasing 
pedestrian, bus, and street car 
circulation has, to date, more than 
offset the declining automotive 
circulation of outdoor advertising, 
according to a special study of the 
Traffic Audit Bureau, completed to- 
day. 

The TAB study concluded that 
net advertising circulation in the 87 
cities and towns audited prior to 
1942 had increased from the audit 
figure of 16,506,060 to 16,861,905, or 
2.2 per cent, in May, the month 
during which the traffic counts 
were made. 

The shift in circulation, predicted 
by the bureau shortly after the 
United States entered the war, is 
shown in the distribution between 
adjusted automobile, pedestrian, 
bus, and street car circulation. 

Automobile circulation dropped 
from 77.8 per cent of the total in 
the original audit to 74.9 per cent 
in May. Street car and bus circu- 
lation increased from 11.3 per cent 
to 15.8 per cent, and pedestrian 
circulation increased from 10.9 per 
cent to 11.5 per cent. 

The figures in the accompanying 
chart are not based on the number 
of vehicles alone, but are adjusted 
for visibility. Street car and bus 
circulation, for example, is com- 
puted at one-fourth of the actual 
number of riders. 

The automobile 
based on 1.75 riders per car, 
although current studies indicate 
that pooling of automobiles has in- 
creased this factor approximately 
10 per cent. 

Transit Journal this week report- 
ed the greatest gain ever recorded 
for its index of transit revenues, 
based on wired reports from a rep- 
resentative group of transit operat- 
ing companies, including surface, 
subway, and rapid transit. Transit 
revenues, indicator of total travel, 
were 31.71 per cent ahead of 194! 
during the week ended May 30, 
compared with 26.38 per cent ahead 
of 1941 during the week ended 
May 23. 


circulation is 
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ADVERTISING AGE 


“ 
= OF MAINE folks are proud. 


“I guess about everybody down East puffed up a bit 
when they read that story in LIFE about Maine in win- 
ter. | know I did. 


“But there’s nothing narrow or provincial about us 
We speak the same language as Californians and Texans 
And we know that a flight squadron out of Portland, 
Oregon, is fighting for Portland, Maine. 


“I think LIFE has done as much as anything to give 
people the world-wide point of view. It shows city peo- 
ple how to grow wartime gardens. It shows farmers 
how the war is going on in Detroit and Cleveland and 
other big industrial centers on the home front. 


“I know my wife likes it, not just because it shows 
her how to make her own hats, but for all the same 
reasons that I do. It takes a person into the intimate 
confidence of what's going on in the world. 


“My claim is that in a democracy, propaganda simply 


means supplying the people with the clear, true facts. 
That's certainly a job LIFE does for the whole country 
like nothing else.”’ 

* . * 
Conceivably, there are 21,g00,000 reasons and shades of 


reasons Why 21,900,000 people read LIFE each week. 


At some point all these many reasons meet on the 


AMERICA’S MOST POTENT EDITORIAL 


e is the way | see it... 


common ground that LIFE, with the whole modern 
world as its subject, has discovered an arresting and in- 
formative way to combine the beauty and story-telling 
power of pictures with the interpretive power of words. 

With its powerful impact on such a large segment 
of American families, LIFE is first in any company for 
selling goods or presenting an unusual and new busi- 


ness message born of the war. 
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Double Duty Dollars 


Dollars invested in war bonds, 
as Bankers’ Life of Des Moines has 
pointed out, are double duty dollars. 
They not only provide funds with | 
which to carry on the war, but they | 
represent a cushion of stored buy-| 
ing power for the postwar period. | 
They serve the immediate needs of | 
the nation and at the same time} 
give the individual investor the| 
means of satisfying his needs and 
desires when normal purchasing of| 
goods becomes possible. 

As Charles C. Carr, director of 
advertising and public relations of 
the Aluminum Company of Amer- 
ica, told the sales executives’ con- 
ference in New York recently, ad- 
vertisers can properly and _ profit- 
ably urge investment in govern- 
ment bonds now both to promote 
patriotic objectives and to pave the 
way for the purchase of new homes, 
new automobiles, new equipment 
and other things which consumers 
will want when military require- 
ments are no longer paramount. 

What does this mean in terms of 
actual advertising and promotional 
plans for individual manufacturers? 
First of all, it justifies promotion of 
sales of war bonds and stamps as 
a contribution to victory, plus the 
objective of setting up specific ap- 
plications of these funds after the) 
war. Product promotion, built} 


around the use of savings repre- 
sented by war bonds, becomes far 
more specific and practical when it 
has a definite objective. 

There is no reason why a war 
worker, farmer or retailer, for ex- 
ample, should hesitate to make de- 
tailed plans for his future purchases 
now, base them on savings to be 
made in government bonds, and 
earmark these funds for use in the 
specific ways he has outlined. And 
to make such specific plans, he 
needs to have as much information 
about the things he is going to buy 
in the future as possible. 

Thus the manufacturer of elec- 
trical appliances who cannot at 
present provide the equipment for 
a modern kitchen can nevertheless 
justify advertising which will sell 
and resell the idea of making plans 
for the use of his products in such 
a kitchen a little later on—with the 
whole plan keyed to the idea of 
buying bonds for bullets now, and 
using the proceeds later to carry 
out plans for home modernizing. 

Money invested in war _ bonds 
represents double duty dollars 
which will assure speedy victory in 
the war and post-war prosperity 
later. Thus promotion of savings as 
an aid to the government has future 
merchandising value which can 
hardly be emphasized too greatly. 


Merchandise Doesn't Sell Itself 


Current figures on retail sales 
are beginning to reflect the fact that 
neither manufacturers nor retailers 
have been putting into product pro- 
motion nearly the usual amount of 
advertising effort. Publicity re- 
garding shortages and prospective 
shortages started a flood of buying 
to anticipate future needs, but after 
the initial flurry of purchasing in- 


duced by fears of scarcities was 
over, retailers began to find that 
buying tended to slow down, in 


spite of increased purchasing ca- 
pacity in the hands of consumers. 
The automobile industry has dis- 
covered that with a small 
number of new available for 
qualified purchasers, it takes adver- 
tising and sales promotion to move 
them. People don’t spend important 
money for products which they do 
not definitely want mare than they 
want the money. They must have 
desire for the ownership of 
chandise before they 
it, even though 
funds with which to purchase. 


even 
cars 


mer- 
will invest in 


Some merchandise promotions 
have been undertaken with the idea 
that consumers have plenty of 
money and therefore’ purchasing 
will become automatic. Merely let 
it be known that the goods are 
available, and the public will buy, 
has been the theory. But practical 
experience is suggesting that 
the same sort of enthusiastic selling 
and promotion which 
taken as a matter 
normal competition for the con- 
sumer dollar is in effect must be 
applied if available stocks of goods 
are to be moved into consumption. 

Incidentally, the threat of future 
inflation represented by income in 
excess of available supplies can be 
met only in part by absorption of 
these funds in taxes and savings 
The rest of the answer is to be 
found in _ translating immediate 
buying power into ownership of 
commodities which are available for 
purchase. To maintain 


now 


under- 
of course when 


are 


a balanced 


they have ample economy, we need both promotion 


of savings and promotion of sales. 


1337, 
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SUPER-MERCHANDISING 


——_ 


MENS 
FURNISHINGS 


Men's Apparel repr | 


"It's the last pair of suspenders in the store!" 


Keeping Her All 


ful eyes and the kiss-hungry lips 
who does such an adequate job of 
decorating this full-color Palmolive 
page presumably voices her solemn 
pledge not for herself alone, but for 


all her sisters. This is the case, we 
gather, because she is solemnly 
pledging herself “to guard every bit 
of beauty that he cherishes in me,” 
but the layout man adds “for him 

. and him... and him”... up 
above her head, complete with pic- 
tures of soldier, sailor and marine. 
Obviously the men pictured are not 
one man, but three, and equally ob- 
viously our heroine cannot very 
well be solemnly pledging herself 
to guard every bit of beauty that 


in her; ergo, she must be speaking 
for all her sisters. 
Or don’t you care? 


Greetings Galore 

The greeting card industry is 
helping along with the circulation 
of the Wall Street Journal by dis- 
tributing tear sheets of that pub- 
lication’s recent chemical and re- 


search edition, which contained 
some interesting delving into this 
very interesting industry on the 
part of F. B. Dezendorf. We dis- 


| 


cover, for example, that no matter 
what may be happening to your 
business, the producers and pur- 
veyors of greeting cards look for- 
ward to a record year’s sales of 
some three billion cards, topping 
the best previous year, which for 
some reason happened to be 1937. 


The war, of course, helped a lot. 
The folks at home, Mr. Dezendorf 
estimates, have already sent some 
25 million cards to men at camp, 
while the reverse flow has been 


The charming miss with the soul- | 


Ad-libbing 


about one-fifth as large. What's 
more, the average retail price of 
cards is about 7 cents, but in many 
Army camps there has been a big 
demand for cards running up to $1. 

As much as $5 can be paid for 
what passes as a greeting card, Mr. 
Dezendorf informs us, but these are 
novelty lines, including such things 
as removable lockets or pins. A 
really complete line may include as 
many as 3,600 titles, for every pos- 
sible occasion but Grandmother's 
hanging, yet about half of all the 
cards find their way into circulation 
during the Christmas season. Valen- 
tine’s Day draws the second largest 
patronage, followed in order by 
Mother’s Day, Easter, New Year’s 
and Thanksgiving. Father may get 
a card or two on Father’s Day, but 
as far as the greeting card industry 
is concerned, the day is just a one 
per center. 

Obsolescence has hit the greeting 
card industry, too, we learn. Once 
a good card was reasonably sure to 
stay in the best seller class for 18 
months; now it hasn’t much chance 
beyond six months. 

And if you’re worried about what 
to say in your advertising next 
month or next fall, just bear in 
mind that designers are working 
now on the line that will flood the 
mails (they hope) in December, 
1943, and that their designs and 
plates will have to be completed by 
October, so that the salesmen can 
get going with their samples shortly 
after the first of the year. 


Jottings 


three different fighting men cherish | 


The American Paper Merchant is 
so upset over the alleged shortage 
of paper that it has taken upon it- 
self to send out hundreds of letters 
to retail merchants pointing out 


'that “that there is no shortage of 
| wrapping 


paper, paper bags or 
paper cartons today. . . We feel that 
the public is being hoodwinked by 
a misleading slogan. . . In the inter- 
ests of fair play and_ sanitation, 
your establishment owes it to your 
trade to return to the use of sani- 


tary, safe and sensible packag- 
ing.” 

To dramatize the war on waste, 
Station WOR, New York, has set 


aside a studio for the express pur- 


pose of exhibiting the volume of ma- | 


terials discarded on a given day 
which might have been saved... 

Members of the Advertising Club 
of Newark have offered their serv- 
ices to Prosecutor Wachenfeld of 
Essex County as impartial witnesses 
when confessions and questions are 
asked of prisoners. . . 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throug) 
ADVERTISING AGE, by any nation:! 
advertiser or advertising agenc, 
executive writing on his busins 
letterhead. 


No. 1995. Advertising in War To 
Serves the Essential Mining |) - 
dustries. 


This 16-page booklet reproduces 
numerous advertisements from re- 
cent issues of Coal Age and Enu'- 
neering & Mining Journal as exam- 
ples of “know how” copy that is 
helping mining men do today’s prv- 
duction job as well as build for the 
future. 


No. 1996. Spot 
Sales. 


John Blair & Co. has issued this 
brochure, which tells the story of 
spot broadcasting and gives many 
illustrations of its successful use by 
well-known advertisers. It offers 
suggestions on how to buy spot 
time, how to reach profitable audi- 
ences and how to keep advertising 
in step with today’s rapid changes. 


Broadcasting for 


No. 1997. Indianapolis Railways 
Standard Rates and Data. 


Street car riding is booming in 
Indianapolis, says this booklet, 
issued by Reid & Severin, Trans- 


portation Advertising. The booklet 
contains market data for Indian- 
apolis, a transportation map of the 
Indianapolis Railways system and 
facts about its equipment, with a 
tabulation of car card space rates 


No. 1998. Copper & Brass 
search Association Bulletin. 
With the start of the national de- 
fense program, the Copper & Brass 
Research Association switched the 
editorial content of its bulletin from 
peacetime use of copper, brass and 
bronze to use of these metals in 
war production’ industries. The 
June issue contains the story of the 
Maritime Commission’s part in the 
construction of our merchant ma- 
rine, the Navy, and the conversion 


Re- 


of plants to the manufacture of 
armament. 
No. 1994. The Making of a 24- 


Sheet Poster. 


This is a reprint of the booklet 
issued some time ago by McCand- 
lish Lithograph Corporation, which 
tells the story of the making of a 
24-sheet from idea to finished 
panel. It also includes some refer- 
ence data for artists and production 
managers. 


No. 1971. The Memphis Trade 
Area. 
Memphis Publishing Company, 


publisher of the Commercial Appeal 
and Memphis Press-Scimitar, has 
issued this new map, which incor- 
porates sections of the four states 
making up the Memphis trade area. 
A table provides figures on retail 
sales, population and newspape! 
coverage of counties and towns over 
2,500 in the market, 


No. 1896. They 
About Us... 

“Not mad, just terribly hurt,” 1s 
the way The Star Weekly, Toronto, 
describes its feelings when someone 
was overheard to say that nobody 
reads anything but its comics and 
roto section. After an understand- 
able period of brooding a coast-to- 
coast survey of the Dominion was 
made, and results tabulated in t! 
attractive book. Readership p¢ 
centages are shown for the variou 
sections of the paper by location, 
age, income and occupation. 


No. 


Were Talking 


fh 


s 


1930. Troy—a Major N: 
York Market. 

Market statistics for Troy, N. Y. 
are covered in detail in this folde: 
issued by the Record Newspaper! 
There is a map of the city zone and 
another of the retail trade zone, anc 
data for both areas are arranged i 
tabulations. 
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Young & Rubicam 
Wins Consolidated — 
Aircraft Account 


Plans National Cam- 
paign in Magazines and 
Business Papers 


New York, June 9.—Tom M. 
Girdler, chairman of the board and 
chief executive officer of Consoli- 
dated Aircraft Corporation, today 
announced the appointment of 
Young & Rubicam, New York, as 
advertising agency. Advertising 
plans, to be announced shortly, 
include a national campaign in gen- 
eral publications and _ business 
papers. 

Last of the major West Coast 
aircraft manufacturers to become a 
national advertiser, Consolidated is 
the designer and principal manu- 
facturer of the B-24-D heavy 
bomber, called the “Liberator” by 
the British, the Navy Catalina two- 
engine and the Navy Coronado 
four-engine bomber. 

The four-engine B-24 is the 
backbone of the Army’s heavy 
bomber mass production program, 
now in assembly line production at 
the Ford Motor Company’s Willow 
Run plant, in two huge government 


Consolidated held more than $750,- 
000,000 in war contracts. 


assembly plants in the Southwest, 
and at Consolidated’s own plants in 
California. The planes, capable of 
carrying a four-ton bomb load 3,000 
miles with a speed of more than | 
300 miles an hour, are expected to | 
launch a large share of expanded 
RAF and U. S. Army bombing of 
the Continent. Consolidated adver- 
tising has hitherto been confined to 
business papers in the aviation 
field. 


Retains Counselor 


Public relations and publicity for 
Consolidated will continue to be 
handled by Hill & Knowlton, public 
relations counselor of Cleveland 
and New York, which was engaged 
by Mr. Girdler shortly after he be- 


came chairman of Consolidated in 
January. 

Mr. Girdler, chairman of the’ 
board of Republic Steel Company, | 
was named. chairman of Consoli- | 
dated following purchase of a con- | 
trolling interest in the aircraft! 
company by Vultee Aircraft in Jan- 
uary. Stock exchanges and more | 
than $10,000,000 in cash were in-| 
volved in the merger. At that time 
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Several large agencies made 


solicitations on the coast before 
| Young & Rubicam was selected. 


Industry Is Active 


Among aviation companies now 
actively advertising is Boeing Air- 
craft Company, which recently 
announced the appointment of 
N. W. Ayer & Son as its agency, 
and is carrying copy in national 
magazines. The schedule for Dou- 
glas Aircraft Company, a consistent 
advertiser in national magazines in 
the past five years, is placed by 
Essig Company, Ltd., Los Angeles. 
Copy for Lockheed Aircraft Corpo- 
ration, directed by Lord & Thomas, 
Los Angeles, is appearing currently 


| 


in general magazines. The com- 
pany spent an estimated $200,000 in 
th’s medium in 1941. 

Cessna Aircraft Company, 
Wichita, is a recent entry in na- 
tional magazines, with copy slanted 
to develop a_ post-war “flivver” 
market. Gardner Advertising Com- 
pany, St. Louis, is the agency. 

Bendix Aviatien 
largest aviation accessory and parts 
manufacturer, shifted its account 


from Roche, Williams & Cunnyng- | 


| Givner to Realsilk 


ham, Chicago, to Buchanan & Co., 
New York, late in May. 


Gregory Moves Quarters 

Francis Gregory and Associates 
has moved from 415 Lexington ave- 
nue to 132 W. 44th street, 
York. 


Corporation, | 


ithe ready-to-wear department 
Sears, Roebuck & Co., New York, | 


New | 


Registration Ordered 


The Federal Communications 
Commission has ordered all owners 
of radio transmitters for which they 
do not hold an operating license to 
apply for registration by June 28. 
The requirement stems from FCC's 
desire to ascertain exact locations 
and amounts of all equipment, to 
prevent its use by enemy agents 
and to determine its availability for 
war needs. 


Joseph Givner, formerly head of 
of 


has been named executive vice- 
president and general manager of 
Real Silk Hosiery Company, In- 
dianapolis. 


Elects Humphries 

Earle E. Humphries, Aggeler & 
Musser Seed Company, Los An- 
geles, has been elected president of 
the Sales Managers Association of 
Los Angeles. Other new officers 
include Gus Mallman, S & W Fine 
Foods, first vice-president; Edward 


Mills, Van de Kamp’s Holland 
Dutch Bakers, second vice-presi- 
|dent; Howard A. La Dow, Coast 


| Envelope & Leather Products Com- 
|}pany, third vice-president; and 
Harrison Matthews, Woodbury Col- 
lege, executive secretary-treasurer. 


Jay Named Export Mar. 
Radio Wire Television, Inc., La- 
fayette radios, New York, has ap- 
|pointed Don F. Jay as its export 
|}Manager, replacing L. M. Braun, 
'who has left the organization. 
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The man who lays out the printing job knows what 
effect he wants—but why not consult with his printer or 
lithographer before going ahead? They can guide and 
effect real economies. And if the job calls for moderately- 


priced offset paper with outstanding appearance, su- 


will select 
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perior surface and press performance, they logically 


INTERNATIONAL OFFSET 
An Iuternational Paper Value 


For more than 10 years International Paper has advised buyers of printing to 


“Consult your Printer’ 


INTERNATIONA 


PAP E Re" 


220 EAST @2nd ST., NEW YORK, N. 1.> BOSTON + CHICAGQ~ CLEVELAND 


PAPERS for PRINTING and CONVERTING 
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"BUY NOW' COPY stations in Kansas City, St. Joseph, of coal into consumers’ bins in the This year, due to the market|Ickes, President Roosevelt and 
Oklahoma City, Topeka, Salina,|Missouri Valley area ever recorded | condition on stokers, it was decided | others. 
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Newspaper advertising, such as this 

large-space copy, helped put over a re- 

cent “Buy Coal Now" drive in Missouri, 
Kansas and Oklahoma. 


Producer-Dealer 
‘Buy Coal Now’ 
Drive Is Success 


Midwest Committee 


Uses Dailies, Radio and 
Outdoor for Campaign 


Kansas City, Mo., June 10.—A 
short, hard - punching advertising 
campaign so successful that it had 
to be stopped to allow dealers and 
producers to catch up with a tri- 
state consumer demand, set the 
pace this week for prospective “Buy 
Coal Now” drives in other sections 
of the country. 

According to the Bituminous Coal 


Utilization Committee, including 
Missouri, Kansas and Oklahoma 
producers, the campaign was 


launched May 3, three weeks ahead 
of schedule, because “it had become 
apparent in our area that home- 
owners were not following the gov- 
ernment request to store coal this 
summer in anticipation of labor 
and transportation shortages next 
fall and winter.” The committee 
laid all the facts, as it saw them, 
directly in the consumer’s lap. 
“Your government warns you to 
buy your coal now—and if you 
don’t, you’ve got a good chance of 
being without coal when you really 
need it next winter,” advertising 
copy pointed out. Pictures of heat- 
less Mondays during the last war, 
particularly during the coal short- 
age period of 1918, were used. “It 
might happen again!” the copy 
warned. 

Seventeen coal producing com- 
panies subscribed $10,000 for the 
short-term cooperative effort. 
Large-size copy was used May 3, 
17 and 31 in a dozen metropolitan 
newspapers. Mats were supplied to 
small town dealers and others, for 
use locally at their own expense. 
Spot radio night and day over nine 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


Omaha and Lincoln supported the|at this time of year. Many dealers 
drive during a three-week period.|reported that they had exhausted 
Outdoor posters in the Kansas City | their coal supplies but were rapidly 
area used an illustration of Uncle|replenishing them to meet con- 
Sam pointing his finger at the pas- | tinued requests for summer de- 
sing reader and saying, “Yes, you livery. 
can help! Buy coal now. Call your | During the past few years, the 
coal dealer.” summer promotional and advertis- 
ing efforts of the committee have 
Many Dealers Tie In been aimed at selling automatic 
Planned as a cooperative cam-j|coal heat throughout the area, 
paign, dealer tie-in efforts in the| through the use of large-size news- 
area followed the same campaign | paper copy. Stokers rather than 
themes and although final figures|coal were featured in an effort that 
are not yet available, the commit- | gained national attention and simu- 
tee believes that more than 1,000|lation due to its widespread success 
and possibly as many as 2,000 deal- ‘in increasing total coal tonnage in 
ers participated. ‘both the domestic and industrial 
According to the committee, the|markets while faced with intense 
campaign moved the largest amount | natural gas competition. 


to turn the advertising efforts to 
summer sale of coal for storage. 
The two objectives, according to 
the committee, were to help in the 
war effort by spreading the coal 
peak as much as possible, thus 
clearing the way for war industry 
transportation needs next winter, 
and also to help coal dealers keep 
their delivery and handling crews 
intact if possible. 

The newspaper and radio adver- 
tising was given an authoritative 
background through the use of 
quoted statements from government 
officials in Washington, including 
H. A. Gray, acting director of the 
Office of Solid Fuels Coordination; 
Donald M. Nelson, Price Adminis- 
trator Leon Henderson, Secretary 


sures. 


splendid. 


Harr Praises Drive 


That official Washington looks 
kindly on this type of advertising 
was pointed out to the committe: 
in a letter received from Luther 
Harr, Office of the Bituminous Coa! 
Consumers’ Counsel, stating: 

“Thank you for your letter 
May 12 with its interesting enc): - 
The newspaper 
ments are very compelling and 
what you are doing on the radio ‘s 
I am sure that this car - 
paign will have a telling effect 
your territory and greatly increa-e 
the stocking of coal. 

“We are encouraged by the ma 
tenance of production at well o 
11,000,000 tons weekly since ea:ly 
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in April, but we are all convinced 
that there must not be the slightest 
slackening in the tempo of produc- 
tion and shipments as long as the 
Office of Defense Transportation 
gives us a clear track. 

“What you are doing is good 
business. But it is much more than 
that. It is a solid contribution to 
the war effort which will assure 
you the appreciation not only of 
your Midwest home owners, whom 
y' u are protecting against next 
winter’s cold, but of your govern- 
ment which is struggling with the 
greatest transportation problem in 
its history.” 

The committee stopped its major 
advertising campaign after three 
weeks, with its initial fund spent, 
but plans to follow it up when the 
time is ripe. Dealers in the various 


areas are adapting their programs 
to local conditions. Renewal of the 
committee drive, according to Mur- 
rell Crump, publicity director for 
the Sinclair Coal Company, Kansas 
City, and for the committee, will be 
determined by continued public re- 
sponse to the “Buy Coal Now” 
theme and local delivery conditions. 


Hodges to King Papers 
Jack Hodges, for many years ac- 
tive in editorial and advertising 
work in the Western trade journal 
field, has joined the advertising de- 
partment of King Publications, San 
Francisco, publisher of Western 
Construction News and Western In- 
dustry, as district manager for the 
California territory. He succeeds 
David C. Joly, who has enlisted in 


the Army Air Corps. 


New England NIAA 


Chapter Names Officers 

H. E. Merrill, General Electric 
Company, Bridgeport, has been 
elected president ef the Western 
New England chapter of National 
Industrial Advertisers Association, 
succeeding G. M. Fletcher, Stanley 
Works Organization, New Britain. 

Other officers elected were: vice- 
president, George Longeran, Bristol 
Company, Waterbury; second vice- 
president, Fred Emerson, Spartan 
Saw Works, Springfield; secretary 
and treasurer, Fred Bannister, Faf- 
nir Bearing Company, New Britain. 


Tyson Gets Ink Account 

O. S. Tyson & Co., New York, has 
been named to direct advertising 
for William C. Herrick Ink Com- 
pany, New York, manufacturer of 
printing inks. 


Anderson, Lesly to Sills 


Millicent Anderson, formerly as- 
sistant central news bureau mana- 
ger of Transcontinental and West- 
ern Air, Chicago, and Philip Lesly, 


formerly assistant director of pub-| 


lic relations at Northwestern Uni- 
versity, Evanston, have joined the 
writing staff of Theodore R. Sills & 


Co., Chicago public relations coun- | 


selor. 


‘Spirits’ Has New Owner 


Spirits, monthly trade magazine, | 


has been acquired by Liquor Publi- 
cations, Inc., New York, and effec- 
tive with the July issue, will 
be combined with American Wine 
& Liquor Journal, monthly for 
wholesalers and producers. Harry 
Schwarzchild, former publisher of 
Spirits, has joined Liquor Publica- 
tions, Inc. 


A Chilton @ Publication 
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store asking for your brand . 


VT STORE ECO! 


100 EAST 42ND STREET => 


PHILADELPHIA: 56th and Chestnut Streets; CHICAGO: 29 East Madi- 
son Street; CLEVELAND: 1836 Euclid Avenue; LOS ANGELES: 201 Oceano 
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he feature your line? 


HAT do you have to do to gain more display in 


in the top paper of the ‘op retail field. 
Ask your ECONOMIST representative for details of 


today’s department store opportunity — or write us direct. 


Drive; BOSTON: 140 Federal Street. 


A DRESS LIKE THAT! 


WOULDN'T YOU LOVE 
LET'S GO IN! 


OMI 


NEW YORK CITY 


Main Street windows that brings shoppers into the 
. . special interior display 
that tempts shoppers as they pass? As a starter: be sure 
to sell the display manager who’s always alert for every 
good idea; let him know the possibilities of your products. 
Then line up the interest and support of the buyers, the 
advertising, training and merchandise managers, the top 
executives. Advertise in the magazine they all read. The 
fastest-moving line is the one best known throughout the store. 
You can do a complete merchandising job only by backing 


your consumer promotion with the power of advertising 


| WAR INSURANCE 


| Important News About 
War Damage Insurance 
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ANDER & ©. 
This copy originated by W. A. Alexander 
& Co., Chicago insurance company, and 
its agency, J. Stirling Getchell, Inc., is 
being recommended to other companies 
and boards of underwriters by Inland 
Daily Press Association. Alexander used 
Chicago newspapers and direct mail for 
what is believed to be the first advertis- 
ing after official release of the new war 
damage insurance plan by the govern- 
| ment-owned War Damage Corp. and 
| established fire insurance companies. 


Explains Use of 
Civilian Defense 
Symbols in Copy 


| New York, June 9.—The Office of 
|Civilian Defense has no objection 
|to the use of Civilian Defense in- 
| signia by advertisers in commercial 

display, where the insignia are used 
lin good taste and do not tend to 
| mislead, 


confuse, misrepresent or 


defraud or to reflect discredit upon 
the Office of Civilian Defense, or 
any state or local defense council, 
and where no attempt is made to in- 
|dicate that the Office of Civilian 
Defense approves the particular 
article advertised, the National Bet- 
|ter Business Bureau asserts. 

| “The Office of Civilian Defense 
| would object to the use of Civilian 
| Detense insignia in advertising if 
the insignia were used in such a 
manner as to create the impression 
that the Office of Civilian Defense 
either approved or disapproved of 
the article advertised,” the BBB de- 
clares. 

“An advertiser of Civilian De- 
fense equipment might show Civil- 
)ian Defense workers with official 
|insignia employing the protective 
|equipment advertised but it would 
be objectionable if the advertiser 
were to place any Civilian Defense 
insignia upon the illustration of the 
article.” 


John Hurley Named Pres. 


John R. Hurley, formerly vice- 
president and secretary of Electric 
|Household Utilities Corporation, 
|has been elected president to suc- 
ceed Edward N. Hurley, Jr., who 
will continue as chairman of the 
board. Other new officers are: Ed- 
| win S. Ford, treasurer; R. F. Healy, 
|secretary; and H. C. Buckingham, 
comptroller and assistant treasurer. 


95.7% 


RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


Exceptionally high radio ownership 
combined with the nation’s highest 
per capita spendable income make 
WTIC a sure bet for RESULTS! 


* Radio Daily April 2, 1942 


Network ond 
: Yonkee Network 

Representotives:s WEED & COMPANY 

New York, Chicego, Detroit, San Froncise> 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Claims a First 


To the Editor: In a recent issue 
you gave credit to Van Camp’s for 
a first on an extended car card. 

We take exception to this because 
the car card pictured in the 
tached photo was placed in use dur- 
ing March of this year 
running through Newport, R. I. 

The card measures nine feet in 
length, and is one foot high. 

H. A. BAUMANN, 

Sales Manager, New England 

Bakery, Pawtucket, R. I. 


Seattle Store Starts 
Car Card Series 


To the Editor: We are sending 
you the first set of a series of car 
card display advertising to run in 
the Seattle Transit System coaches 
for The Bon Marche, Seattle’s 
major department store. This is 
believed to be the largest unit of 
car card display ever used simul- 
taneously by one account. The over- 
all dimension of the space is 165 
inches (13 feet, 9 inches), approxi- 
mately a seven-card unit. The 
treatment of the space is unique. 

Credit goes to Mr. W. H. Lawrie, 
manager director, for his foresight 
and emphasis upon display that 
will be dominant and outstanding 
in every detail. Miss Donna Ne- 
well, sales promotion manager of 
The Bon Marche, in supervising the 
application of the space, pointed 
out that the entire display must ap- 
pear as a unit rather than indi- 
vidual cards, and must have the 
distinctive “Bon Marche” atmos- 
phere. The art work was prepared 
by a Bon Marche staff artist, and 
the cards are printed in two to 
seven colors by offset lithography. 
To keep the space as a unit the 
conventional black steel springs 
used to hold the cards in place, 
have been replaced by new type 
“clear” plastic strips which blend 
with the cards, making an unin- 
terrupted display. 

Shortly after the Pearl Harbor 
episode The Bon Marche sensed the 
“trend” to mass _ transportation 
units by Seattle’s shopping public 
and began investigating and experi- 
menting with new techniques in 
transit advertising display. The 
space chosen and the distinctive 
style of treatment insures for them 
dominance and prestige in keeping 
with their place as the leader in the 
Seattle retail field. It also keeps 
for them a “unit of space” in which 
the shopping public—and especially 
newcomers to Seattle —can be in- 
formed of store features and activi- 
ties. The institutional designs can 
be covered frequently by straight 
merchandising “overlay” cards fea- 
turing special sales in specific de- 
partments of the store. 

Travel in the Seattle Transit 
coaches has increased from approxi- 


mately 7,000,000 riders last Sep- 
tember to over 10,000,000 riders 
during April, 1942. Over 60 per 


cent of the riders are on coaches 
which pass one side of The Bon 
Marche; another 10 per cent ride on 
coaches which stop within one 
block of the store. There are esti- 
mated to be 35,000 new families in 
Seattle with one or more members 
working in war industries. This 
large and forceful use of transit ad- 
vertising by The Bon Marche is 
bound to impress these important 
newcomers with the extensive fa- 
cilities of this large and progressive 
store. 
T. H. ABNEY, 
Seattle Transit System, Seattle, 
Wash. 


v v v 
Contest Spurs War 
Savings for Agency 

To the Editor: Here is a pattern 
for stepping up war bond 
which clicked effectively at this 
agency and which might suggest a 
like procedure for other advertising 
organizations. 

Already thoroughly familiar with 
war bond selling because of our 
work with the Advertising Council, 
we staged a unique campaign. It 


at- | 


in buses | 


sales | 


| 


department store, Bon Marche. 


It measures 13 feet, 9 inches. 
England Bakery takes nine feet of car display space for another selling message. 


A series of car cards like those shown at the top has been launched by the Seattle 


Below, New 


began with a meeting of New York 
employes, addressed by F. B. Ryan, 
president, and Joseph R. Busk, 
vice-president. A $500 prize started 
the ball rolling, with a drawing for 
a $100 bond as first prize, a $50 
bond for second prize, and four 
consolation awards of $25 bonds. 
Bulletins and posters were issued 
and the various floors occupied by 
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FREE! 300.99 
TO R«R EMPLOYEES 


Big Contest to put RR 100% back of our 
forces on the 10% Payroll Savings Pian! 
Give our men the Tanks, Planes and Ships to smash the Axis! 
YOU CAN WIN A‘100" BOND [ 
2nd PRIZE, *50° BOND... 31d, 4th, service tot of ener 
Sth, 6th PRIZES ‘25° BOND EACH U 
Prssases: 


iii 


PUT YOUR DOLLARS IN UNIFORM EVERY PAY DAY WITH U.S. WAR BONS! 


this agency in the Chrysler build- 
|ing, entered into a little competitive 
party of their own to see which 
could chalk up the highest percent- 
age. The grand prize, drawn by 
six of the agency’s prettiest girls— 
one from each floor — went to 
Walter Page, head of our mailing 
|department. He got double money 
| because he was a ten percenter. 

| Our entire personnel is now buy- 
\ing bonds and the amount pledged 
/has already gone over 10 per cent 
‘of our total payroll. The whole 
| selling plan is now being extended 
|to our seven other company offices. 
KENNETH GROSSBECK, 
Ruthrauff & Ryan, New York. 


vy v 
Right or Left? 

To the Editor: Anent the 
the American Oak Leather Com- 
pany, reproduced in your June 1 
issue, please refer to the letter of 
“Fog Locker” in the Voice of the 


ad of 


IS IT RIGHT? 


AMERICAN SOLES 
ON AXIS “HEELS”! 


~4 
<< 


THE AMERICAN OAK LEATHER COMPANY 


cemcemmany cHrce terres 


A reader asks whether the illustration 
here doesn't reveal a right legging on 
a left leg. 


Advertiser several weeks ago, 
pleading for accuracy in wartime 
art work. 

Doesn’t the illustration in the 
American Oak Leather ad show a 
right legging on a left leg? 

ROBERT BARTON, 
Foxboro, Mass. 


Says Tax Collectors 
Need More Than Zeal 


To the Editor: No business or 
industry can object to Mr. Morgen- 
thau’s announcement that this 
year’s tax deductions for advertis- 
ing expenditures will be the object 
of scrupulous examination by the 
Treasury Department. It is to be 
hoped, however, that the Treasury 
will assign to the job officials who 
will be actuated by something more 
than zeal to pile up impressive 
totals of disallowed claims. It is 
only reasonable to expect that they 
will be equipped with a real knowl- 
edge of the problems of the adver- 
tiser, which are especially complex 
these days. 

For instance, examiners should 
be prepared to take into considera- 
tion the special conditions that 
govern the development of a new 
product. It is often necessary for 
an organization to expend in ad- 
vertising the entire gross profits 
from a new product, or much more. 


tising expense of the company may 
be entirely reasonable. 

The drug industry, for example, 
where science and business work 
together to assure the health and 
comfort of 


The cosmetic industry, 
some may consider, to public wel- 
\fare is one of endless change and 
adaptation to new conditions. 
whatever the field, promotion of a 


problems of marketing 
tribution. The reasonableness, there- 


|ture can be judged only in relation 


of the promotion process. 

In other words, the attitude in 
which the Treasury Department 
approaches its work will determine 
the worth of its efforts. There are 
no hard and fast rules to guide it. 
It should bear in mind that it faces, 
in fact, nothing less than the job of 


evaluating the power of advertis- | 


|ing. And that is a man-size job. 

J. M. MATHEs, 

| President, J. M. Mathes, Inc., 
New York. 


yr? 
A Mix-Up Somewhere 

To the Editor: In looking through 
our copy of ADVERTISING AGE I 
noticed in the “Admen in the Armed 
Forces” column, that Clyde Van 
Dyke of Sioux City, Ia., is reporting 
to the midshipmen’s school in Chi- 
| cago. There’s something 
Why only a day or so ago I noticed 
ia picture of Clyde Van Dyke in a 
|hospital bed suffering from a stab 
| wound caused by a cork-screw dag- 
ger on which he had fallen while 
performing for the great actor Yoll- 
man. Maybe you fellows up there in 
Chicago don’t read Dick Tracy. 
How did Van Dyke get well so soon 


and what prompted him to want to) 


} 


| 


join the Navy? You fellows have got 
me all mixed up. I think Chester 
Gould, who draws 
should know about this. 
think so? 
W. WENDELL ARNETT, 
Art Director, Robert G. Fields 
& Co., Nashville, Tenn. 
- wT F 

Not a Chance 


To the Editor: Regarding the 


Dick Tracy, | 
Don’t you | 


| photograph on the top, right hand | 
of Page 31 of your May 25 issue, 
'do you want to lay a bet that no 


Yet the percentage of total adver- | 


|}one even was aware the gal was 


wearing glasses until you called 
attention to them in the caption? 


Just wonderin’. Ah, Spring! 
O. F. List, 
Chicago. 
© FF 


Forgotten Man 
Gets Recognition 


To the Editor: We have seen so 
much advertising glorifying the 
June bride, along about this time of 
the year, that we decided for once 
to do something about glorifying 
the June groom. After all, there 
are just as many of the latter. 

This full-page advertisement, 
backed up by special window and 
departmental displays, was the re- 
sult. Note that we tied in closely 
with the Wembley ad in Life. 

E. Davis McCutTcHon, 

Sales Promotion Manager, D. H. 

Holmes Company, New Or- 

leans. 


>, = 
Praises Editorial 

To the Editor: We appreciate 
very much your editorial entitled 
“Selling in Reverse,” in the June 1 
issue of your publication. We are 
sure the entire paper industry will 
congratulate you on the interesting 
way that you have presented the 
very pressing problem in the paper 
industry. 

For your information, we are en- 
closing a proof of the advertisement 
running in the June Dry Goods 
Journal and a number of paper 
trade publications, pointing out 
that there is no essential shortage 


NEW SLANT 


groom—instead of the bride—g. s 
in this full-page newspaper 


The 
the nod 
advertisement of D. H. Holmes Co 


of paper which should prompt ‘ts 
elimination in any necessary us« 
RICHARD E. KING, 
Advertising Manager, Crysta 
Tissue Company, Middletow: 
O. 


vv¥segy? 


Fifteen Stripes! 


To the Editor: In the Philco ad- 
vertisement in the June 6 issue of 
Collier’s it seems that the artist 
who illustrated the American flag 
didn’t realize that there is a specific 
reason for having only 13 stripes. 
This is excusable as far as he is 
concerned, because he’s a new- 
comer to our country. 

Fifteen stripes—two too many! 
But Philcoo—my—my—my! 

Don’t you remember there were 
13. original states, therefore 13 
stripes and 13 stars to begin with? 
While they have added new stars 
to the flag as new states were ad- 
mitted to the Union, the number of 
stripes remained constant. 

LEONARD N. SIMONs, 

Simons - Michelson Company, 

Detroit. 


millions, lives by the) 
continuous production of new items. | 
less vital, | 


But | 


new item involves new and difficult | 
and dis-| 


wrong. | 


- 4 


2 > 
e 


‘fore, of any advertising expendi- | * 
to all the problems which are part) e Ce ‘T aln y re ‘WwW 


a Natural... 


’ but . . .as far back as two years ago, 


when MOTOR AGE dedicated its edi- 


torial policy 100°% to service, it didn't 
require dice to tell alert students of mer- 
chandising that the automotive after 
market future was in service. 


MOTOR 
AGE 


magazine, 


How right MOTOR AGE was, is indi- 
cated by the fact that it gained 20.18' 

in advertising pages and 85% in dollar 
volume, in 1941, as an “all-out” service 


It’s the “natural” for today. 


A CHILTON Publication. @ Chestnut & 56th Sts., Phila., Pa. 
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Atlantic City to 
Concentrate Copy 
in Nearby Markets 


Atlantic City, June 10.—Gasoline 
rationing has led to a complete re- 
vision of this seaside resort's adver- 
tising plans and hereafter copy will 
be used in newspapers only within 
a 400-mile, overnight radius, City 
Commissioner Joseph Altman, in 
charge of the municipality’s adver- 
tising department, disclosed today. 
Volume of advertising will, how- 
ever, be stepped up approximately 
50 per cent. 


Schedules for June and July 
eliminate Southern markets below 
Richmond and mid-West areas be- 


‘yond Cincinnati and Cleveland. 
Copy stresses the fact that auto- 
mobiles are not necessary in order 
to enjoy the resort's attractions, 
since there are ample street car, 
|bus, taxi and rolling chair facili- 
ties. The city is virtually unaffected 
by war conditions, the ads assert. 

Dorland Advertising Agency di- 
rects the account. 


Whitney to Topics 

Ellison M. Whitney, formerly 
with Macfadden Women’s Group, 
New York, has become New Eng- 
land field manager for Drug Topics, 
Drug Trade News, and Food Field 
Reporter, New York. Mr. Whitney 


received a commission as first lieu- 
tenant in the Army Air Corps and 
is stationed in Texas. 


succeeds Nathaniel Beck, who has! 


GM Employes Present 
War Production Pageant 


Thousands of General Motors 
employes and their families at Day- 
|ton, O., are learning the facts of 
|'war from fellow employes at per- 
|formances of “Arms for Victory,” 
a pageant of war production pre- 
sented in the Montgomery County 
| fairgrounds. 

The production, presented by 
jemployes of the six Dayton divi- 
sions of General Motors—Aero- 
products, Delco Brake, Delco 
Products, Frigidaire, Inland Manu- 
facturing and Moraine Products—is 
double - featured, comprising an 
auditorium show of 38 scenes on 
three stages, motion pictures, music 
and a special exhibit of war prod- 
ucts from plants of the corporation 
throughout the country. 


My a 


Hopper Urges Wide California Conserving 
. ‘Buys Knight Company 
Concept of Wartime California Conserving Company, 
— San Francisco condiment packer, 
Advertising Role has purchased Knight Packing 
Company, Portland, Ore., one of 

New York, June 9.—Sales and|the largest packers of condiments 
edvertising men must shift their |in the Pacific Northwest. Advertis- 
Lasie concepts “before they can get|ing of both the California Conserv- 
off dead center in the wartime use co nna gyn A a m4 ~egeed +7 y~- 

Bc ae ; ompany wi re re y 
gf nag ose according © Brisa cher, Davis & Staff, San 
Schuyler Hopper, assistant eX€CU-| Francisco, which has handled the 
tive vice-president of the Asso-| advertising of California Conserv- 
ciated Business Papers. ing since its inception. 

Mr. Hopper presided over a The Knight organization will con- 
round table on wartime advertising | tinue to operate as a separate unit 
which concluded the “working ses-|@nd will merchandise its products 
sions” of the National Federation — un annie anid abe 
of Sales Executives here last Fri- already well established in the 
day. Decrying “rather careless| pacific Northwest, will continue to 
selling of advertising as just 4] be sold in the area. 
means of keeping your name before 
the trade,” Mr. Hopper said that| = 
tangible results can seldom _ be 
shown if advertising is sold on its 
cumulative effect alone. 

“If each ad doesn’t do a job and 
do something worth while when it| = 
runs, and is worth nothing,” he 
pointed out, “the sum total of noth- 
ing added or multiplied is still 
nothing. Advertising is a high- | 
speed vehicle of communication | 
that can do jobs quickly and accu- | 
| 


rately .. . a multi-purpose tool that | 
can transmit any important mes- | 
sage from management quickly, 
accurately and economically.” 


Discuss Copy Uses 


Vernon H. Van Diver, manager, 
advertising division, Union Car- 
bide & Carbon Company, and Fred- 
eric E. Wakeman, copy chief, Fuller 
& Smith & Ross, outlined opportuni- 
ties for informative, educational 
and public service copy during the 
session. 

Harold J. Cummings, vice-presi- 
dent of the Minnesota Mutual Life | 
Insurance Company, was reelected 
chairman of the board of the Fed- 
eration. Other incumbents _ re- 
elected include Kinsey N. Merritt, 
general sales manager of Railway 
Express Agency, president; vice- 
presidents, Harry G. Moock, vice- 
president of Plymouth Motors; 
C. D. Cox, sales manager of West 
Disinfecting Company; and A. R. 


Carter, manager of Canadian In- 
dustries, Ltd. Howard S. McKay, 
sales manager, Foster & Kleiser 


Company, Los Angeles, was elected 
a vice-president. Reelected as sec- 
retary and treasurer were William 
A. Burdick, secretary of the Sales 
Managers Club of Rochester, N. Y., 
and Bernard Lichtenberg, presi- 
dent, Institute of Public Relations. 


WINX Names Rep 


Station WINX, Washington, D. 
C., has named The Foreman Com- 
pany, New York, as national repre- 
sentative. 


CHROMART 
PRINT 


FROM YOUR 


KopACHROME 


WILL YIELD SUPERIOR 


AKRON, OHIO 


and most modern equipment 
and the most favorable work- 
ing conditions. Painstaking, in- 
telligent, expert workmen are 
an essential ingredient, and it 
is a ““_penny wise—pound fool- 
ish” attitude to ask them to 
work with anything but the 
best. ATA members see to it 
that their employees have the 
best. Advertisers as the result 
get jobs that are as nearly per- 
fect as it is humanly possible to 
make them and they can expect 
that kind of results every time. 


Centuries ago the lament of the Egyptian bonds- 
men was “how can we make bricks without straw?” 
Throughout the history of industry we find work- 
men of remarkable vision and ability struggling 
with insufficient and inadequate equipment. In- 
specting what they accomplished we regret that 
they did not have better tools and better materials. 

The Advertising Typographers Association of 
America firmly believes that quality typography 
can only be produced as a blending of capable 
craftsmanship with the finest 


Why ALA Typography 


is inexpensive... 


pees may have painted a beautiful and 
priceless Madonna on a plain napkin, but it 
would have been a better job on painter’s canvas. 


In handling quality jobs, and all jobs are quality 
to them, ATA craftsmen base what they do on 
“How good” not “How soon.” Aware of this proce- 
dure, advertisers are often amazed at the swiftness 
with which a superior piece of work is turned out. 


The explanation is simple. AT. 
derstand thoroughly at the outset what they are 
to do. Then without fuss or rush they proceed at a 
steady, consistent pace, and when they finish, the 
job is right. No huddles around the stone to figure 
things out—no expensive resetting or revision— 
no hopeful “trusting to Provide 


final corrections are unnecessary because every 


step has been 


Along with pe 
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Typography that 
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‘MER 


CLEVELAND, OHIO 


and a real desire to help, every 
member assures you 
Highest Quali 
Service, Expert Craftsmanship, 
a Strict Ethical Code, Com- 


ness Dealing, Good Taste, 


Uniform Practices, Greatest 
Choice of Type Faces, Type 


cal Costs. Doesn't all that back 
up the idea of Service Plus? 


KALAMAZOO, MICH. 


rsonal interest 
ty, Intelligent 


, Sound Busi- 


ll Advertising 
Lowest Practi- 


Won't you call 


no R 4 


z 


| 
uf sets up an Ideal 


Advertising Iypographers Association of america 


This is important to the ad- 
vertiser when he comes to pay 
for his typography. The time- 
saving system has proved to be 
a money-saving system too, and 
to his advantage. If you doubt 
the truth of this statement, ATA 
members welcome comparison. 
Producing quality typography 
at the lowest practical costs is a 
pledge of every ATA member. 


pany now and find out how this 
=\ service fits into your advertis- 
ing and printing program? 


\ craftsmen un- 


* , . 
nee.”” Extensive 


taken correctly. 


a member com- 


INC, 


ator PLATES 


A fine Chromart Colorprint 

gives ort director, client 

ond engrover the art-copy 

they like. Prices $38 up. 
Write! 


| PHOTOCHROME 
837 N. FAIRFAX AVE. « HOLLYWOOD 
Overnight by Plane 


«+> MEMBERS-:->: 


The Akron Typesetting Co. 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 

BUFFALO, N. Y. 

Axel Edward Sahlin 
Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 

Hayes-Lochner, Inc. 

Runkle-Thompson-Kovats, 
Inc. 

CINCINNATI, OHIO 

The J. W. Ford Co. 


EXECUTIVE OFFICES: 


Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


DALLAS, TEXAS 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, OHIO 
Dayton's Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
The Thos. P. Henry Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 


Claire J. Mahoney 


LOS ANGELES, CAL. 
William Carnall 

Samuel Katz, Typographer 
Rising-Hammond, Inc 


MILWAUKEE, WISC. 

Arrow Press 

George F. Wamser, 
Typographer, Inc. 


NEW YORK, N. Y. 

Ad Service Co. 

Advertising Agencies’ Service 
Company, Inc 

Advertising Composition, Inc 

Artintype, Inc 

Associated Typographers, Inc 

Atlas Typographic Service, Inc 


Diamant Typographic Service 


A. T. Edwards Typography, Inc. 


Empire State Craftsmen, Inc. 
Frost Brothers, Inc 

Graphic Arts Typographers, Inc 
Huxley House 


King Typographic Service Corp. 


Master Typographers, Inc. 
Morrell & McDermott, Inc. 
George Mullen, Inc. 

Chris F. Olsen, Inc. 
Frederick W. Schmidt, Inc. 
Superior Typography, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Designers, Inc. 
Typographic Craftsmen, Inc. 
The Typographic Service Co. 


PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 
John C. Meyer & Son 
Progressive Composition Co. 


PORTLAND, ORE. 
Paul O. Giesey Advertising 
Typographer 


ST. LOUIS, MO. 
Brendel Typographic Service 


SAN FRANCISCO, CAL. 
Taylor & Taylor 


SEATTLE, WASH. 
Frank McCaffrey 


MONTREAL, CANADA 


The Typographic Service Co., Inc Central Zone 


461 EIGHTH AVENUE, NEW YORK CITY -« 


ress, Inc Kurt H. Volk, Inc 


ALBERT ABRAHAMS, EXECUTIVE SECRETARY 


Fred F. Esler, Led 
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Crosbie Granted Leave 
George H. Crosbie, Jr., advertis- 
ing manager of The Apothecary, 


Boston, has been granted a leave 
of absence to take a position as 


Bauer & Black 


economist with the Bureau 
Labor Statistics, Washington. 


Strayer to Pittsburgh 


Rush Strayer, formerly 


Pittsburgh. 


Marsh Leaves Stemar 
Henry Jay Stephens 


Company, Chicago. 
retired because of ill health. 


of 


special 
sales representative in Chicago for 
Hotel New Yorker, has been named 
sales manager of Hotel Roosevelt, | ing on America to keep physically 


has pur- 
chased the interest of his partner, 
Harry Marsh, in Stemar Displays 
Mr. Marsh has| 


Displays Promote 
Fitness Programs 


(Picture on Page 39) 
Chicago, June 12.—Displays call- 


| fit went up in drug stores through- 
out the country this week as Bauer 
& Black’s answer to the problem 
of aiding the war effort and at the 
same time maintaining its brand 
|name and meeting its responsibility 
to dealers. 

Bauer & Black, a division of The 


FACTS 


Send for our series of special 
war-timely folders contain- 
ing suggestions for present- 
ing your facts visually. Write 
on your business letterhead. 


*VISUALFACTS 


2 West 46th Street,‘N.Y.C. 


Kendall Company, is a _ leading 
manufacturer of elastic bandages, 
supporters, suspensories, etc. Pri- 
orities and the ban on the use of 
rubber have trimmed its production 
of these goods from certain percent- 
ages to none at all. Faced with the 
fact that it needed a display which 
carries no merchandising message, 


| 
| 


and yet is of primary use in the war 
effort, H. Frazier, director of elastic 
goods sales, and George L. De Beer, 
advertising manager, hit upon the 
idea of giving major support to the 
physical fitness programs of the 
American Legion and the Office of 
Civilian Defense. 

These programs were commended 
by Bauer & Black officials as rep- 
resenting a primary job of improv- 
ing the physique of pre-draft men; 
making sure that the men at work 
in office and factory also were 
keeping in as good shape as pos- 
sible; and aiding women who are 
being called upon to shoulder a 
greater share of the war production 
burden. 


No Prices Shown 


The new displays, departing dras- 
tically from previous Bauer & Black 
merchandising aids, mention no 
price and picture no product. The 
emphasis is upon tke physical fit- 
ness programs in the various com- 
munities. Individual displays are 
addressed to men, women, and boys 
and girls. The lower section of the 


displays lists Bauer & Black prod- 
ucts—which may or may not be on 
sale at the individual store — and 
adds this word of caution, “When 
you engage in exercise, wear proper 
support.” 
window and counter displays fea- 
turing other products which may 
be used in sports programs. 

“Although the war has knocked 
out our usual merchandising, we 
are determined to hold our brand 
name and keep the top rung on the 
merchandising ladder,’ Mr. Frazier 
explained. “We hope to aid the 
physical fitness program, maintain 
brand recognition and, if possible, 
come out of the war stronger than 
we went in.” 


Promotes First Aid 


In furthering public knowledge 
of the essential rules of first aid, 
Bauer & Black has scheduled the 
center spread in the July 6 issue of 
Life and the July 1  Collier’s, 
to reproduce a first aid chart. It 
was designed to aid the man in 
the street with simple, safe rules 


So you thought there'd be 


NO NEW MODELS FOR '42? 


here! It’s 


t 


Here are 


TO | =e 


\ 
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» 
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ly fei 
\ 
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some Mutual improvements: 


More Popularity (where popularity counts most) 
Mutual stations for 1942 rate third or better in 
popularity, day and night, in 12 of all 14 cities of 


. over half-a-million population. Primary coverage 
« of these MBS stations includes 44.4% of all U.S. 


More Power 


radio homes 


. And in other important markets, 


Mutual programs rate up to four times as high as 
in the key cities. 


(where power counts most) 


Mutual stations for 1942 serve the 14 largest 


Last year’s cars and clothes and cooking utensils will have to do for the duration. 
In network broadcasting, however, there’s no need to wait for the new model. It’s 


the Mutual Network for 1942 ...the most improved model in the field! 


markets with 26,750 more watts than in 1941. With 
one 1,000-watt exception, Mutual stations for these 
top markets have either 50 kilowatts or 5,000 
watts. And the combined power of all Mutual sta- 
tions is 150 kilowatts greater than in 1941. 


More Economy (when economy counts most) 
Mutual stations for 1942 deliver these advantages 


at lower cost than any other network. For example, 


less than $6,000 buys an advertiser five quarter- 


hour daytime broadcasts a week, via as many as 80 


MBS stations. And similar economies are avail- 


able in all other Mutual schedules, each arranged 


to meet the individual advertiser's problems. 


The 1942 Model Network — Popularity, Power, and Economy — Where and When They Count Most 


THE MUTUAL BROADCASTING SYSTEM 


Retailers may tie in with: 


STRAIGHT TALK 


sit? 


It's mot a pretty picture, 


donen that we could have used) shows them we be! W 


PS. We! newer sel! enough dimout curtains or dimont srees. 
where meer the cont ot white at 


“ST. LOUI 


K i Kk 


sponsored variety 


The crying need for impressing New g) 
Yorkers with the fact that blackout viola. T 
tions are serious matters led Gimbe!': to ri 
run this five-column layout in the city’s Ww 
newspapers. st 
te 
to follow in treatment of serious 
accidents. 

The commercial message, tying : 
in the brand name Curity along 2 
with the company’s products for m 
home, hospital and specialized first T 
aid, is kept to a minimum and re- P’ 
prints are offered to civilian de- d 
fense workers, teachers, building W 
and plant safety directors and ni 
others who take an active interest st 
in first aid. P 

ee n 
Reid & Severin Formed L 

Reid & Severin, a new advertis- p 
ing company specializing in the car V 
card medium, has been organized V 
in Indianapolis with offices at 314 n 
Traction Terminal building. Effec- 
tive July 1, the company will 
supervise advertising space in vehi- ( 
cles of Indianapolis Railways and : 
Peoples Motor Coach Company, 1 
which comprise the local transit c 
services in Indianapolis, and the a 
Ft. Benjamin Harrison branch of 1 
Indiana Railroads. Harry Reid, Jr., t 
formerly in public relations work t 
in the East; Henry Severin, Indian- | 
apolis business man; and Gordon t 
Culloden, formerly of the Indian- 0 
apolis office of National Transitads, n 
are members of the new company. i 

——————— n 
Prickett to Schoneman ; 

Harry W. Prickett, formerly art 7 
director of Raymond Spector 
Company, New York, has been ap- 
pointed art director of Schoneman- 

Hening Agency, Philadelphia. 

Howard Alber remains as art con- t 

|sultant to the Philadelphia agency. h 
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English Ponder 
Post-War Place 
of Advertising 


Labor and Industrial 
Writings Indicate 
Possible Restraints 


London, Eng., May 27.—Post-war 
reconstruction has recently crept 
into the nation’s preoccupations, in 
no way interfering with the war 
effort, but as a sort of safety valve | 
te the natural instinct towards 
saner pursuits. 

Alongside much other planning, 
the adjustment of advertising to 
the projected new economic struc- 
ture is coming under close study. 
At the moment, those who see little 
good in advertising are bringing 
forth suggestions for restricting or 
at least impeding what is consid- 
ered its legitimate field today. 

The present paper shortage has 
given them a splendid opportunity. 
They qualify as “waste of valuable 
raw material” any advertisement | 
which does not conform to their | 
strictly “name-price-address” limi- 
tation of advertising. 


Labor Indicates Skepticism 


It is generally felt that organ- 
ized advertising is not giving the 
matter the attention it deserves. 
The Advertising Association has 
published a modest brochure to 
defend goodwill advertising — of 
which the general public knows 
nothing, while bodies and men of 
standing voice their opinions in 
public against such advertising in 
no uncertain manner. 

Among these is the powerful 
Labor Party, which has recently 
published a report on “The Old 
World and the New Society” in 
which the following paragraph is 
found: 

“We must look closely to the 
costs of distribution, both in do- 
mestic and international trade. It 
is well known that these have in- 
creased greatly and disproportion- 
ately in the last generation, with 
loss, both to the consumer here and 
to the position of Great Britain in 
the export market. For this reason, 
the Labor Party strongly favors 
organized import of staple com- 
modities and their orderly market- 
ing. Especially in the field of com- 
modities of mass consumption, the 
potentialities of the cooperative | 
movement present a wide field for 
useful exploration.” 


Wants Subject Studied 


This is clearly directed towards | 
the branded products whose sale is | 
helped by advertising. It is made! 
clearer in a following quote: 

“With the coming of peace, the 
investigation of the whole mechan- 
ism of distribution, its incoherence, 
its wasteful competition, its mas- 


and CALVERT Chooses 
BUS ADS in New Jersey! 


er advertisers too are taking 
advantage of changing condi- 
tions in New Jersey. With tire 
Saving motorists turning to 
Public Service buses—circula- 
ton is up 350,000 daily. 

Reach the 41,100,000 monthly 
bus riders by colorful, low cost 
bus cards. 


State Wide Coverage 
3000 Buses 


MArket 2-7000 


A-8912-C 


(ARK, N. J. 


‘sive costs of advertising, is of great 


importance. Economies of cost of 
considerable magnitude are possi- 
ble by the discovery of the knowl- 
edge that enables action to be taken 
on behalf of the consumer.” 

It would be wrong to think that 
this train of thought is limited to 
the laboring classes. Here is what 
we find in an article recently pub- 
lished in the Economic Journal and 
now reprinted in the form of a 
booklet and entitled “Reflections on 
the Future Relations of Govern- 
ment and Industry” written by a 
leading British industrialist, Samuel 
Courtauld. 

“Salesmanship and_ advertising 
should not be taught at the public 
expense. Extravagant advertising 
and high pressure salesmanship are 


directed to selling things to people 
who do not really want them and 
are often unable to afford them. I 
believe this to be a far more in- 
sidious evil than street corner bet- 
ting. These activities lead to put- 
ting novelty before quality, to the 
production of goods of ephemeral 
value, to a constant waste of only 
half-worn-out articles and, finally 
to the building up of manufactur- 
ing programs upon most unstable 
bases.” 
“Has Legitimate Function” 

Mr. Courtauld believes that “ad- 
vertising, of course, has a legitimate 
function: to let people know where 
they can get what they want. More- 
jover, an advertising campaign to 
|introduce a really valuable com- 
imodity, hitherto unknown to the 


public, is wholly justifiable, and is 
a legitimate business expense. But 
most competitive advertising is 
|costly national extravagance.” Fur- 
|thermore, he says, “it would be 
better to teach people to resist the 
blandishments of salesmen and 
jadvertisers” than to teach them 
“clever bargaining at the expense 
‘of the less astute.” 

| “In addition,” Mr. Courtauld 
goes on, “more might be done to 
/check redundant or unscrupulous 
advertising by taxation or other- 
wise. Aggrieved purchasers might 
have easier recourse against adver- 
|tisers who obtain their money 
under false pretenses, and the prov- 
ing of the truth of advertising 
should fall upon the man who 
{issued it.” 


| 


Financial Admen Elect 


Chicago Financial Advertisers 
have elected the following new of- 
ficers: Paul P. Pullen, Chicago Title 
& Trust Company, president; 
| Charles M. Foresman, Chicago Daily 
|News, vice-president; E. T. Kurz- 
dorfer, Uptown National Bank, sec- 
retary; and Fred W. Mathison, Na- 
tional Security Bank, treasurer. 


Art Directors Name Kopp 


Los Angeles Art Directors Club 
has elected Fred Kopp, Universal 
Studios, president. Other officers 
,elected are: vice-president, Roy 
Wilson, J. W. Robinson Company: 
|secretary, Vaughan Kaufman, S. 
California Telephone Company; 
treasurer, Fred Cole, West-Marquis, 
Inc.; public relations director, Dale 
Jones, Los Angeles Soap Company. 
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Good printing paper must possess a variety of 


qualities '! It 


requires Strength to stand up on 


high-speed presses . . . Opacity to prevent “‘show- 


through” . . 


. but most essential is a Smooth, 


Uniform Surface on which the sharpness of detail 
and pleasing tone gradations of fine halftones can 
be faithfully reproduced. Only a fine enamel coat- 
ing can provide such a surface. 


For years such coated paper was so costly it was 
impractical for many jobs. Then Consolidated 
introduced Consolidated Coated . . . a fine enamel 
at prices formerly paid for uncoated papers . . . 
placing coated paper within the budgets of thou- 
sands of Publishers, Advertisers and Printers who 


formerly had 


been limited in their use of it. 


Today America must go “all out’ in a great 


en 2 
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national Economy . . 


If you have never used Consolidated Coated, 
there's a pleasant surprise awaiting you. One of 


the four grades will undoubtedly be just right for 


your purpose. Ask your paper job- 
ber, or printer . . . or write direct 
for printed samples, a study of 
which will amply prove that finer 
printing on coated paper need not 
add anything to paper costs . . . 
may actually reduce them. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


Four Modern Mills . . . All in Wisconsin 


SALES OFFICES 


135 SO. LA SALLE ST., CHICAGO 


~ ks me i = 


CONSOLIDATED Goaz/ PAPERS 
AT UNCOATED PAPER PRICES 


. not only of money but of 
man-hours and machine-hours. Consolidated Coat- 
ed Papers are contributing to all three phases of 
that Economy, and at the same time are increasing 
the standard of American Printing Quality. 
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of their members in 13 regions 
across the Dominion, and the aim is 
|to have one liaison officer in every 


No Regimentation 
of Advertising 
in Canada Likely 


Agencies, Ad Managers 


economic teachers are also using 
‘price control work as a_ school 
'project, arousing the interest of 
high school girls who in turn pass 
information along to mothers who 
do not belong to women’s clubs, 
thus completing the cross section. 


Builds Responsibility 


Doing G | 
g ood Job, Clark A sense of public responsibility 
is being built up in connection with 


Tells ACA Session 
voluntary rationing, she declared. 


Toronto, June 9.— Advertising | The first sugar rationing regulation 
will be one of the last businesses|resulted in panic buying. The in- 
to be regimented—if at all—by | troduction of tea and coffee regula- 
Dominion authorities at Ottawa,|tions and further reductions of 
because any serious interference|sugar about four months later cre- 
would be considered a limitation of 


local women’s club in Canada. Home | 


‘ated no panic buying whatever. Wartime restrictions are develop- 
'“Consumers’ News,” a fortnightly |ing a more careful buyer and a 
| publication, explains rulings of the | wiser consumer, one who watches 
Board to the housewife. |prices and compares values, and is 
By requesting a “Blue Book” in|studying the weaknesses of poor 
which to record prices for com-| bargains and the high cost of cheap 
modities, the housewife accepts her| values. In short, she is becoming 
responsibility to guard the ceiling | conscious of her important role on 
and report infractions. The con- the economic front. 
sumer is taking this responsibility Miss Sanders stressed the impor- 
seriously and is now demanding|tance of timing in promotions, and 
lthat retail outlets post a list of | suggested a closer tie-up in adver- 
|basic prices in their stores, as the |tising copy with the present de- 
United States order demands, on|mand for quality assurance, the 
‘certain commodities. Reports of | urge for information, the use of the 
‘infractions are carefully checked by 'price record book, fashion restric- 
‘the Board and the findings relayed | tions, and generally a recognition 
‘to the consumer. Miss Sanders|of women’s new status in the na- 
| stated that the plan is working be- | tional and economic life. 
|cause enough people are determined She ended by warning of the 
that it will succeed. dangers surrounding this consumer 


organization. Unless convinced by 
authentic answers to her questions, 
the consumer may be prey to d- 
structive forces and end by bel)'- 
tling the great services which a 
vertising has created for her. The 
consumer, like the soldier, is lear) - 
ing personal discipline and develo, - 
ing an intelligent consumer opi: - 
ion, the power of which must 
studied and interpreted by busine 
she said. 


Study Displays 


At a closed afternoon sessi: 
ACA members discussed comn 
problems and reviewed wartime 
advertising displays. In addition ‘o 
many interesting examples of ca 
paigns by Canadian advertisers 
wartime merchandising, one disp .y 


the freedom of the press, Joseph | 
W. G. Clark, formerly director of | 
sales for Cockfield, Brown & Co., 
Ltd., and now director of public re- | 
lations for the Royal Canadian Air 
Force and the Canadian Army, told 
the Association of Canadian Adver- 
tisers at its semi-annual meeting 
here June 5. 

Mr. Clark praised the wartime 
work of advertising agencies and 
advertising managers, declaring it 
was clearly evident that all in- 
volved were putting their best ef- 
forts wholeheartedly into the job as 
perhaps never before in the history 
of the profession. 

Viewing Canadian advertising as 
a whole, he expressed the view that 
the advertising man’s senses have | 
been sharpened by war and that, as} 
a result, he is more inclined to 
criticize himself than the work of 
others. He interjected a warning 
to copywriters not to forget the 
product and not to forget the 
dealer, who will some day “be the 
most courted man on the conti- 
nent.” 


Praises ACA Efforts 


The public relations head praised 
the ACA for its efforts on behalf of 
Army Week, to be held from June 
29 to July 5 as a Dominion-wide 
tribute to the Canadian soldier. 
Robert E. Jones, association presi- 
dent, earlier had read a letter of 
appreciation from the Hon. J. L. 
Ralston, Minister of National De- | 


fense, for the broadside which is be- | 
ing mailed to 99,000 retailers across | 
Canada, urging support for Army 
Week. The four-page broadside | 
was produced and contributed by | 
representatives of industry and 
members of the Toronto Graphic 
Arts Association. 

Miss Byrne Hope Sanders, former 
editor of Chatelaine and now direc- 
tor of the Consumers Branch, War- 
time Prices and Trade Board, guest | E> 
speaker at the opening luncheon,| [9% 
explained the two-way function of ‘i 
the branch. It presents the con- 
sumer’s point of view, gathered 4 
from advisory committees across| i 
Canada, to the Board and influences | Sea Ww. 
all regulations; and it interprets “> 
Board rulings for the buying public.| — +. 

Eighteen nationally federated wo- be 
men’s organizations, representing 
one and one-half million women, 
now work down through the ranks | } 


a. 


: 


Despite a retail price rise 
from 3c to 4c last month || 


TROY’S 


sole dailies reached 


39,106 Homes 
An all-time high for May! 


Use the wanted medium 
to reach “everybody” in 
this major New York 
State market. 


THE TROY RECORD 
THE TIMES RECORD 


All Advertising Direct 
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June 15, 1942 ADVERTISING AGE 


featured 12 themes for “sustaining” | feature patriotic numbers of re- Mougey Joins Garrett 
\dvertising, each theme being illus- | sponsible media; 11. Urge the pub- beets 

trated by a specific advertisement. | lic to postpone buying and to buy| W. “ pen dl = row ge sae 
The themes were: 1. Explain the | quality where purchases must be Division my emsoe atl yo 
vhys of today’s shortages; 2. Re-|made; 12. Whet the public’s desire | of sien on join the staff of Paul 
nind the public that your product|for the better products to emerge | Garrett, vice-president of General 
's worth waiting for; 3. Keep on 


after the war is over. 
elling quality and reputation, ex- The wartime spirit was carried) public relations. 


B. B. Kimball, 


»laining scarcity in postscript forms; | through the evening with entertain- assistant advertising manager, will | 


:. Sell service—your own and your|ment supplied by members of the} be in charge of Pontiac advertising 
‘ealer’s; 5. Go all-out in support of | forces, and dinner taking the form) during Mr. Mougey’s absence. 

our dealers; 6. Describe your prod-|of a regular Army ration—complete 
acts’ contribution in today’s emer-/| with an orderly officer to take com- 
vency; 7. Dramatize the importance | plaints. 

of your organization to the well be- 


ng of the country at war and at| Ashestos to Tarcher | 


pease; 8. Tell users how to make J. D. Tarcher & Co., New York,| New York, has been appointed an 
their purchases last longer; 9. Sup-| has been named to direct advertis- | assistant in the radio division of the 
port constructive national caM-| jing for Asbestos, Limited, New | Office of Censorship. He will re- 
paigns for funds; 10. Seize upon | york, manufacturer of insulating | port June 15 for duty on the night 
ready made themes provided by' materials. | shift of the radio news desk. 


Heslep to Censorship 


Charter Heslep, night news editor 
of National Broadcasting Company, 


for today 
and tomorrow 


~ 


TUDY this philosophy well, you who would assure a war-time 
and a post-war market for the things you have to sell. And 
build your market through Successful Farming —the magazine of 


farm business and farm home. 


For 40 years, farm families of the great Heart region have learned 
to rély on Successful Farming for the neighborly advice and counsel 
that have given them more than a full measure of success. Each 
month they eagerly look forward to, and read, its timely, helpful 
editorial and advertising pages. For Successful Farming has never 


failed to keep them abreast—and ahead—of the times. 


Successful Farming is always helping its readers plan for today 
and tomorrow —is continuously maintaining their confidence. It 
is the one farm magazine that will give your product a better-than- 
average reception because of its own acceptance by its 1,200,000 


better-than-average readers. Meredith Publishing Company, Des 
Moines, lowa. 


UL 


Motors Corporation in charge of) 


i 
| 


weekly, exactly as written, 


Jan 1. Talked with a New Deal 
| newspaper man, now high up in the 
councils of the Coordinator of Infor- 
mation. Asked him why they had 
not made more use of advertising 
men. He said he had come to the 
conclusion that some of them could 
be “converted” to the New Deal and 
thus made useful. Have long sus- 
pected that this was an attitude of 
many of the more rabid brethren in 
Washington, but never met one 
brazen enough to say it before. 
Close to treason. 


| 
| 


June 2. Spent the evening read- 
ing the latest issue of the quarterly 
“PRINT.” Both mechanically and 
editorially this is the best job that 
has ever been done in the graphic 
arts fleld. Any man whose early 
dreams were compounded of Caslon 
Old Style and printer's ink will give 
it a permanent place on his shelves. 


June 3 Developed a new headline 
for one of my mail order accounts, 
which ought to be a whiz. But will 
it? The key sheets will tell. Funny 
how much harder one works on a 
headline when it has this kind of 
check. But I have seen a change of 
just one phrase in a headline change 
results as much as 50%. 


June 4. Asked a wise old Catho- 
lic priest friend of mine how any- 
body could believe in the doctrine of 
the Trinity. His answer: “By 
preaching it.”” Guess ‘that’s how ad 
men come to believe in the products 


The Diary of An Ad Man 


This dairy embraces the observations and reflections of 
one of America’s most prominent and widely known ad- 
vertising men. It will be presented in ADVERTISING AGE 


direction” of any kind. 


without benefit of “editorial 


they sell. Might be something for 
my New Deal friend, above, to con- 
sider. Always thought the only dif- 
ference between ad men and preach- 
ers was a sense of direction. In fact, 
once discovered in a_ theological 
school a course called “homiletics” 
which dealt with the same techniques 
of persuasion which ad men use, 


June 5. Visited a bigger and bet- 
ter Super Market, which has just 
been opened on the outskirts. Won- 
derful layout, including a Beauty 
Shoppe, Lending Library, and Post 
Office Station. Big parking lot, with 
six cars on it, but more people than 
that inside. Good observation post 
to see how people buy food. Some 
reach straight and quick for the 
brand they want. Others look them 
all over and compare prices. This 
varies with types of products. But, 
Lord, what an exhibit the whole 
place makes of the high standard of 
American living. We don't know our 
wealth. 


June 6. Re-read that piece of 
MacArthur's about the fall of Cor- 
regidor. Wonderful copy, written 
with passion, as good copy ought to 
be. Thank God this General seems 
to be equally good with words and 
deeds. 

June 7. Worked in the garden, 
and thought about how constant cul- 
tivation is needed to keep all kinds 
of plants healthy—both horticultural 
and industrial. 


Undertake Salvage 
Drive, Palmer 
Urges ANPA Men 


Chicago, June 10.—Asserting that 
“the printing industry, if it works 
on a planned program of scrapping 
obsolete plates and turning over its 
own metals, could live off its own 
fat for years,” E. W. Palmer, assist- 
ant chief of the WPB printing and 
publishing branch, told the 16th 
mechanical conference of the ANPA 
here this week that newspapers, 
magazines and others in the print- 
ing industry should undertake a 
complete salvage program, particu- 
larly in the field of metals. 

Mr. Palmer, who is also presi- 
dent of the Kingsport Press, Kings- 
ton, Tenn., warned that although 
the printing industry had not yet 
been afflicted by priority curtail- 


|ments. “From an economic and 
| practical point of view,” he said, 


a should do the utmost in con- | 


servation in every avenue of pro- 
duction.” 

The need for salvage lies in the 
wartime use of such metals as zinc, 


iments, it faces serious curtail- | 


lead, tin, antimony and copper, all 
used in the printing process, he 
said. 

Explains New Formula 


Under a new WPB regulation, 
Mr. Palmer explained, a formula 
has been adopted to determine 
when photo-engraving, zinc and 
electrotyping plates become obso- 
lete. The rule requires printers to 
scrap these plates when they reach 
obsolescence. The first result of 
this order, he declared, is expected 
to yield 100,000 tons of metals. 

No Newsprint Shortage 

The WPB representative reaf- 
firmed previous statements that no 
|shortage of newsprint existed and 
|will not unless inadequate trans- 
|portation becomes a factor. Since 
jonly 1,000,000 tons of the 3,929,773 
|tons of newsprint used in this coun- 
|try last year was produced in the 
United States (the remainder came 
from Canada), the critical status of 
| transportation is evident. 

The ink outlook is satisfactory, 
according to Mr. Palmer, although 
|ink may become browner and short- 
ages may arise in basic ingredients 
used in color printing. 


‘Reach the Midwestern Millions® 
| Cee low cost with 


Chicago’s Basic Blue Network Station 


Whether you want sales or good will, tell your message to the 


midwestern millions over WENR. More and more advertisers are 


turning to this powerful station for intensive, economical radio 


| coverage. The All-County Census of Radio Listening—an impartial 


Chicago station, at less cost per 


survey which measures all stations with the same yardstick — 
proves that WENR covers more families than any other major 


thousand. Get details now. 


50,000 WATTS ON A CLEAR CHANNEL— 890 k. c. 


F 


it 


“srs fASY 7o 
oo  Besivess WITH 
= WENR is represented nationally by these Blue 
“ Network spot sales offices 
New York Chicago San Francisco 
Hollywood Detroit 


*A name given to WENR's primary station area which includes most of Illinois and Wisconsin, 
and half of Indiana and Michigan. 
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Hascall Joins Onan 


Hiram W. Hascall, president of 
the Milwaukee Advertising Club 
and formerly in charge of advertis- 
ing for Heinn Company, Milwau- 
kee, has joined D. W. Onan & Sons, 
Minneapolis, in a production ca- 
pacity. He will continue his term 
as president of the Milwaukee Ad- 
vertising Club. 


Parfax to Ellis 


Parfax Products, Buffalo manu- 
facturer of auto “lay-up” kits, has 
appointed Ellis Advertising Com- 
pany, Buffalo, to direct its adver- 
tising. Newspapers and magazines 
will be used. 


You Can’t Do A Good Job 
if you haven’t got Good Photos! 


Eye*Catchers puts you 
on exactly the same 
plane as the big shot 
who pays $50, and more, 
for one photo like this 
to fill a Satevepost page. 
You get grand photos 
QUICK!! Over 7000 
subjects. 100 new ones 
every month. Cost per 
photo a little over one 
dollar on unique EYE* 
CATCHER subscription 
plan, (Mats, too!) 
FREE proofs and de- 
tails on request. No 
obligations. Write 
NOW! 


EYE*CATCHERS, INC. 
10 E. 38th Street, New York 


‘Victory Food 
Specials’ Aid 
Entire Industry 


Federal Agency Offsets 
Shortages with Push 
for Surplus Supplies 


Washington, D. C., June 10.— 
Solving the problem of actual sur- 


|pluses of some agricultural prod- 


ucts in the face of threatened short- 
ages of others expected later when 
war demands increase, organized 
groups in the food trade were coop- 
erating this week with the Agricul- 
tural Marketing Administration of 
the Department of Agriculture in 


promoting the sale of “Victory Food 


Specials.” 

Food production is now at the 
highest level in history. Much of 
the increase is being shipped to 
friendiy nations throughout the 
world. Many perishable commodi- 
ties, however, cannot be included 
in lend-lease shipments and would 
be wasted during periods of super- 


abundant supply were it not for the 
special merchandising drives now 
being staged on a national basis. 
The program developed by AMA 
with the full concurrence of the 
food industry has the virtue of 
helping everybody. Farmers bene- 
fit because their products find a 
market at a price which is not 
depressed due to over-supply; dis- 
tributors and retailers reduce their 
losses due to spoilage, and profit 
from concentrated advertising of 
their own as well as government 
promotion; local advertising media 
acquire a new slant for their sales 
story designed to build food linage; 
and consumers get a better buy at 
a better price at the same time that 
they cooperate in the war effort by 
purchasing abundant products in- 
stead of those in short supply. 


Waste Eliminated 


The government gains through 
the elimination of waste and the 
conservation of food needed to 
meet sharply expanded wartime 
demands. Coincidentally, the gov- 
ernment stimulates the consump- 
tion of nutritious foods, widens 
markets for farmers, and straight- 
ens out numerous kinks in the dis- 
tribution chain. 

War has created a host of new 
problems in food distribution. To- 


matoes, for example, used to be 
shipped green from grower to mar- 
ket, and allowed to ripen in freight 
cars near the point of ultimate sale. 
Freight cars can no longer be 
spared for the ripening period, so 
the vegetables are shipped ripe and 
special merchandising programs 
are arranged in advance to insure 
their immediate sale as soon as they 
reach market. 

“Victory Food Specials” vary 
from week to week. Currently 
spring crop onions are being fea- 
tured. Tomatoes will be heavily 
merchandised during the June 29- 
July 4 period, and broilers and fry- 
ers from July 16 through July 25. 
That is as far ahead as the program 
is projected, since weather and 
other local conditions in farm areas 
might change an indicated surplus 
into a shortage. 


AMA Sets Dates 


AMA selects the products to be 
featured, and the dates for the 
drives, on the basis of the market- 
ing problem confronting producers 
of particular products. Either sur- 
plus production or transportation 
or processing bottlenecks may lead 
to the selection of a particular fruit 
or vegetable. Dates for the special 
promotions are designed to coincide 
with periods of heaviest supply on 
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RADE MARK SERVICE in the Classified section of 
Telephone Directories helps dealers whose 
stocks of new products are running low by bring- 


ing them more service 


business. 


The use of the Classified to find where to get 
service for household appliances, cars, etc. is a 
national consumer habit. You and your dealers 
capitalize on this when your trade mark is dis- 
played, with local authorized outlets underneath, 


YOUR LOCA! 
TELEPHONE DIRPFCTOR) 


Trade Mark Service 


helps your dealers 


“CARRY ON” 


in Classified Directories covering your markets. 


Then people, needing service or a new product, 


will easily find your authorized dealers. 


Look into this plan which promotes good public 
relations—and at the same time helps hold your 


dealer organization together. 


Just call your telephone company and 
ask for the Directory Advertising Repre- { 


sentative. 


consumer markets. For product 
distributed nationally or over 

wide area, drives are conducted 

week or ten days after the pea! 
harvesting period in the distar 
production area. 

AMA reveals its selection to th 
cooperating food groups far enoug 
in advance to permit wholesale an. 
other buyers in producing areas : 
make their purchases in anticipa 
tion of special promotional effor 
soon after the harvesting pea! 
Retaiiers, advised of the progra 
through their trade  associatio: 
have promotional material in read 
ness. 

A “Victory Food Special” symb 
has been made available to t! 


| 


trade by AMA, and this is widely 
used in newspaper, radio, window 
and counter display advertising. 
The symbol pictures a market bas- 
ket filled with foodstuffs, with a 
bold “V” in the foreground and the 
words “Victory Food Special” in- 
scribed on the base of the “V.” 


Lettuce Starts Drive 


The program was launched with 
a national drive on lettuce, May 
11-25. The lettuce crop was about 
23 per cent larger than last year's 
and 55 per cent ahead of the 10- 
year average. Price trends which 
developed after the merchandising 
effort was started testify to its suc- 
cess, since f. o. b. market prices 
rose from 50 cents to $1 per crate, 
and market prices from 25 cents to 
$1 per crate. 

Not all of the special promotions 
are nation-wide. The spinach and 
asparagus campaign during the 
June 1-8 period was limited to the 
area north of Virginia and east of 
Ohio. 

AMA does more than merely pick 
the products and make available an 
identifying symbol. It does a sell- 
ing job through information sup- 
plied to home economists, market 
reporters, newspaper and magazine 
editors of women’s pages, female 
radio commentators, and other ave- 
nues of consumer information. 

Nathan Koenig, assistant chief of 
AMA’s Marketing Reports Division, 
is coordinator of the “Victory Food 
Special” program. Porter R. Tay- 
lor, who helped develop it, has left 
government service to become gen- 
eral manager of the Cooperative 
Fruit and Vegetable Association 


McFaden to ‘Look’ 


Frank McFaden, formerly on the 
sales staff of Liberty, has joined the 
Eastern sales staff of Look, with 
headquarters in New York. 


“money on your marke 


Turn the details over to us. We're 
specialists in meeting the most 
exacting demands of agencies, pub 
lishers and market analysts for a! 
their market research tabulating 
Our long experience and complet: 
facilities assure you of promp' 
service, accuracy and economy. 


Write today for 
your copy of our 
FREE tooklet 

**Economy in 
Market Research. 


RECORDING & STATISTICAL CORP. 

102 Maiden Lane. New York. N.Y. 

BOSTON CHICAGO DETROIT 
MONTREAL TORONTO 
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ON LEAVE 
UNCLE SAM GIVES OUR NO-DEPOSIT 
BOTTLE LEAVE OF ABSENCE! 


} 


TROMMER'S 
White Label 
| Matt BEER 


When the WPB ordered Trommer's to 
discontinue its no-deposit, throw-away 
bottles, the company released this copy 
in 25 metropolitan New York newspapers 
announcing that henceforth beer would 
be available only in the 1!2-ounce re- 
turnable bottle. Federal Advertising 
Agency directs the account. 


Gruen Reports 
Record Sales Year; | 
Imports Continue 


New York, June 10.—Despite the 
uncertainties of ocean traffic, Gruen 
Watch Company has continued to 
import movements from Switzer- 
land with little interruption and for 
the year ended March 31 recorded 
the most successful sales period in 
its history, according to the annual 
report of Benjamin S. Katz, presi- 
dent of the company. Domestic and 
foreign income and excess profits 


taxes for the period totaled $875,- | 
890, against $449,323 for the preced- | 


ing year, and as a result net income 
showed a slight drop from $903,402 
to $899,415. 

Thus far, Mr. Katz reported, 
Gruen has lost only 20,000 move- 
ments, through the torpedoing of a 
Portuguese steamer last September. 
The loss was covered by insurance. 
In discussing the outlook for Gru- 
en’s future business, he indicated 
that the shortage of critical metals 


may force the adoption of solid 
gold, sterling silver or a combina- 
tion of both, in the manufacture of 


watch cases. He also predicted that 


|000, before taxes, 
| $13,200,000 before taxes during the 


the volume of watches manufac- 
tured and sold would decline as the 

company devoted more and more of 
ts facilities to war production. 


Socony-Vacuum Oil 

Earnings for the first five months 
of 1942 were estimated at $15,000,- 
compared with 


same period last year. 
Distillers Corporation 

Net profit of Distillers Corpora- 
tion-Seagram for the three months 
ended April 30, 1942 was $3,643,813, 
compared with $1,948,557 for the 
same quarter of 1941. 
months ending the same date, net 
profits were $9,315,860, compared 
with $3,938,638 for the nine months 
ending April 30, 1941. 


For the nine | 
Warner Brothers 


Philco Corporation 

Net income, after taxes, for the 
first quarter of 1942, $286,035, com- 
pared with $269,772 for the same 
period of 1941. 


White Rock Mineral Springs 

Net income for first quarter, $3,- 
683, after allowance for federal 
taxes, against $30,702 for the same 
quarter of 1941. 


Loew’s, Inc. 

For the 28 weeks ended March 
12, 1942, net profit totaled $5,292,- 
541, compared with $5,141,135 for 
the same period a year ago. 


Net profit for the 26 weeks ended 
Feb. 28, $3,802,056, after deducting 
all charges, against $2,782,544 dur- 


ing the comparable period of 1941. 


McGraw Electric Co. 

Net profit for year ended March 
31, $1,437,333, after taxes, against 
$1,536,724 for the same period last 
year. 


Wurlitzer Company 


Net profit of $704,311 for the 
fiscal year ended March 31, com- 


pared with $1,107,310 during the) 


same period a year ago. 


Bigelow-Sanford 


Net profit for the quarter ended 
April 4, $467,675, 
for the comparable period of 1941. 


Hershey Chocolate 


Net profit for the first quarter of 


1942, $1,411,197, 


, | equipment, 
compared with $1,- | 


758,739 for the same period of 1941. 


Crosley Corporation 

Net profit for the first quarter of 
1942, $391,138, against $427,259 
during the same period a year ago. 


American Safety Razor 
Net profit for first quarter of this 


year, $152,010, compared with 
$123,006 for the same period of 
1941. 


Now Harry Ferguson. Inc. 


Stockholders of Ferguson-Sher- 


, 7|man Mfg. Corporation, Dearborn, 
against $490,707 | Mich.. 
| name of the company to Harry Fer- 


have voted to change the 


|} guson, Inc. The Ferguson company 
produces and markets agricultural 
notably the Ford trac- 
tor with Ferguson system. 


and promotion. 


. dled 
years — one 


advertisers. 
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ARDEN E. SWISHER has 
merchandising for 
WNAX in Sioux City and 
Yankton two years. For- 
merly in newspaper adver- 
tising and sales promotion 
with a midwest 


been 


company. 


RALPH J. ROWE has han- 
merchandising for 
WMT in Waterloo for six 
reason why 
WMT produces so well for 
His ability has 
been proven by results. 


ible were ; 


1960, OW vo FOUR Oat 


y A#OUGHT TO = geo TO OU BY THE MAKERS OF ay 


WAYNE WELCH has been 
merchandising manager of 
KSO-KRNT for four years. 
Of his ten years in the ad- 
vertising business, 
have been in radio sales j 


seven 


LEO F. COLE has been 
Cedar Rapids merchandis- 
ing manager of WMT since 
it became a Cowles station. 
His knowledge and experi- 
ence have proven invalu- 
able to WMT advertisers. 


; ; For, when you bid the Cowles Stations, ms also secure the ser- 
_ vices of four expert merchandising men to supply the extra push — 


that pares start the ball rolling — that moves YOUR merchandise. 


yun _ 


packing 


_ These men, attached to the individual stations, supervise an 
important 5-market merchandising operation — in Des Moines, 
_ Cedar Rapids, Waterloo, Sioux City and Yankton. They are the 
backbone of an individualized merchandising service that would 
_be hard to duplicate in a “we-cover-everyining:: station. | ; 


They, and their stais, are a part of the Cowles Stations package 
_ that make it a real buy. They make it “moving 
Raleer treo. They've done it before and they are d 


day” for Cowles 
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Armed 


Frank S. Kent, 
president of 
Tracy, Kent & 
Co., Inc., New 
York, has been 
granted a leave 
of absence by 
the board of di- 


rectors for the 
duration of the 
war. He has an- 


nounced plans to 
serve as captain 
in the Army Air 
Corps. 
Thomas P. 


Naval Reserve. 

tive service. 
John Collins, 

member of the 


| statt of the Catholic Courier for a|man for the News, 
; ny in te ‘number of years, has been in- | Okla., has been inducted into the 


Forces 


Ponca City, | 


JUNE CANADIAN 


MAGAZINE LINAGE 


Frank S. Kent 


| ducted into: the Army and sent to Army. *“Canadian Home Journal “. sates ry > 
Fort Niagara, N. Y., for prelimi-| Ewing Gafford, former advertis-| «canadian Homes & Seaton... ... 26.7 18.007 37.2 2: 
nary training. ing salesman on the Constitution, | **Chatelaine ..........-00esseseeee eens 31.6 21,516 35.9 2 
Louis G. Kelly, who has spent 26| Lawton, Okla., has been selected | {{sytaciesn'a 001 +H gH 2 = 
years in the advertising business in | \for the Army officers’ candidate | sMayfair ......-...... errs yy 49.8 33,461 45.1 af 
Rochester and is now public rela-|training school at Fort Sill, Okla. National Home Monthiy.... i 15,726 34.3 3 
tions officer of the Rochester Ord- Steve M. Elam, former advertis- ee ee ee 150,805 291.5 189 
nance District, has been promoted |ing manager of the News and Star, | ;,.. ~entte ae — livestock in, Canadian oe 21 
from captain to major. Shawnee, Okla., has been selected | *Country Guide & Nor'-West Farmer.......... 21.7 15,601 25.5 18 
Fred L. Shaw, who formerly|to attend the Army officers’ candi- | °fFamily Herald & Weekly Star: ine adie aa a 
®ihandled DeSoto publicity for|date training school at Miami, Fla. Western Edition .©...........+005 26.6 26.944 31.9 2 
J. Stirling Getchell, Inc., and more William Spitz, partner in ‘Spitz | {rarm bee 5 ak dees I Mag azine. iene 29.6 20,735 33:8 2 
lrecently conducted his own public | land Webb, Syracuse, N. Y., agency, | *Farmer's Magazine... bas ; 22.9 16,031 28.5 19 
relations business, has been ap-|has enlisted in the Army Air Corps. | 2 Ser A Leng parma Seaaned 131 16.172 195 2 
pointed a captain in the Army Air|His duties with the agency will be | - a 
Forces and will leave shortly for | assumed by his partner, Stephen | _ Fetal Creep ..... 208.3 182,006 252.5 22 
training in the South. M. Webb. | *Figures furnished by publisher 
T. L. Hasbrouck, account execu-| Gilson Gray, CBS commercial| [8% binase. 
tive with Stack-Goble Advertising |editor in New York, has received a| Five issues both years. 
Agency, has been granted a leave | commission os Mowlenent = Come | Sota case lessee 1008; ture lenwen 1941. 


/istrativ e duties with 
| Nav al 
Corps, 


advertising sales 


He will assume admin- 


Reserve Officers 
University of 
who has been a| Minneapolis. 

Fred D. Brown, advertising sales- 


Hawley of the New England office | of absence to go on active duty as |mander in the Navy and has left for 
of Good Housekeeping has taken ala lieutenant in the U. S. Naval Re- 
leave of absence and has been com- | serve. 
missioned a lieutenant, j.g., U. S.| 
He is now in ac- 


active duty. 
Capt. 
the enlarged 


Minnesota, 


Esquire, 


Huston D. Crippen, 
representative, Esquire, New York; 
Training | Capt. Carl Hart, sales representa- 
tive, Esquire, Chicago; 
Paul Hertz, promotion department, 
New York, have  been|inducted into the Army. 


51942 format 680 lines; 
*Four issues both years 


1941 format 700 lines. 


sales 
called to active duty in the Army. 

Alfred J. Friesner, account ex- 
ecutive for Surety Advertising 
Company, New York, has_ been 


and Lieut. 


NEW STUDIOS IN “MILLION 
DOLLAR” RADIO CITY 


Now, for the first time, thousands of 
San Francisco and Oakland people 
are seeing radio in the making. It's a 
great new audience builder and sales 
producer for KGO advertisers. 


27 new news periods have been ADDED, 
including 4 news analysts. New, too, 
are 4 participation shows, 4 daytime 
dramatic strips, 5 new kids shows. All 
ADDED to make KGO a better buy. 


== 


cou give you the best radio buy in 
the San Francisco-Oakland market 


New studios in San Francisco’s new Radio City! New, 
improved program structure! New promotion tie-ups! 
New local live-talent shows! New programing direct- 
ed at Oakland market! Complete staff of writers and 
producers! All ADDED since January on the new KGO. 


C. William Cleworth, vice-pr. .\- 
dent of Electrical Publications, 1:.¢.. 
has resigned, effective July 1, to 
enter the Army. Mr. Cleworth, \ ho 
served as an engineering officer jin 
World War I, has been Eastern 
representative for Electric Light 
and Power for the past three ye: rs, 
T. S. Hudson of the Chicago d- 
vertising staff will succeed Mr. ( \e- 
worth in that position. 

Jack Olsen, production and |ay- 
out man with R. C. Smith & Son, 
Toronto, has joined the Royal Ca- 
nadian Air Force. 

M. E. McMurray, member of the 
sales staff of WHO, Des Moines, 
has been inducted into the Arm 
| Harry C. Butcher, vice-president 
|in charge of Washington operations 
for Columbia Broadcasting Sys- 
|tem, has received a commission as 
| lieutenant-commander in the Navy. 
|He is attached to the office of the 
director of naval communications. 

Robert Schimke, assistant adver- 
tising manager of Crocker - Mc- 
Elwain Company, Holyoke, Mass., 
has enlisted in the Army Air Corps 
and is stationed at Maxwell Field, 
Ala. 


Bronze Powder Order 


Eased for Printers 


Because there is no apparent 
|military demand for remaining 
small stocks of bronze powder in 
| this country, its use by the printing 
| and publishing industry and for 
other decorative purposes is now 
permitted under an amendment to 


|the original WPB — curtailment 
| order. 
| The amendment allows bronze 
powder to be used to make paste, 
ink, leaf and paint until Dec. 15. 
| 1942. All use of such products will 
EXCLUSIVE TIE-UP WITH be prohibited after Dec. 31. The 
|}amendment does not permit further 
GROCERS’ ASSOCIATION | manufacture of bronze powder, and 


Posters featuring KGO programs are 
placed in 5,000 grocery outlets, repre- 
senting nearly 70% of the grocery 
sales in KGO's signal area. Grocers’ 
publication also features KGO shows. 


Neither then Californias GMM Blue 


a 
Se fi sh 
5 NEW LOCALLY PRODUCED 
Y% HOUR SHOWS 


With 5 new live-talent shows, KGO 
has ADDED more live-talent com- 
mercial shows than any other local 
station. This indicates the high regard 
of local advertisers for the mew KGO! 


AUDIENCE BUILDING PROMOTION 
IN OAKLAND TRADING AREA 


Already regular broadcasts are being 
originated from Oakland. Always a 
favorite Oakland station, KGO's mew 
programing gives its advertisers an 
ADDED lift in this big defense market. 


Fy, Network Slalion 


Represented Nationally by Blue Spot Sales Offices 


NEW YORK + CHICAGO + DETROIT 


HOLLYWOOD + SAN FRANCISCO 


The new KGO has fast become 
the best radio buy in the San 
Francisco-Oakland trading 
area. Now, the new KGO can 
offer you top availabilities in 
news strips, participation pro- 
grams, locally produced shows 
and spot announcements. Let 
your Blue Spot Representative 
bring you up to date on KGO. 
Keep posted on the new KGO. 


“KGO. 


SAN FRANCISCO - OAKLAND 
: 


810 KCYLS +» 7500 WATTS 


| only non - manufacturers are 
allowed to consume existing stocks 


Kelly Opens Branch 


Gene Kelly, Ewing C. Kelly Ad- 
| vertising Agency, Sacramento, Cal., 
| has opened a branch office of the 
agency at 101 Post street, San Fran- 


| cisco. Elizabeth Pennell, for sev- 
|eral years with the San Francisco 
|CBS office and more recently on 
the production staff of KROW, 


Oakland, has been named manager. 


The Greatest 
SELLING POWER 


in the 
SOUTH’S 
GREATEST CITY 


NEW ORLEANS 


50,000 WATTS 


CLEAR CHANNEL 
CBS AFFILIATE 


Nat. Rep.—THE KATZ AGENCY, INC 


- nn - 


oS oa o@ @2 0 Of ee ee ee ee ee a 


anim Lh Gh cai Oot om os Gk 2 fk ok he 2 OD 


wnt oi oe = es Shee dt. ve - é Bea) . we pees bs Sh et Re, Ph re a. Se se “ uae. Be Ns 
ee ey - . a 
Bsc : 
a 
, . 4944— 
— mE | 
—: 
i a = ‘ : ogg 
et oP a : ' 
is _ 8 : 
. ihe . 
i 
: aed 
ie 
cer Penal 
ee 
rs eee ' 
— - ° ee 
- “ ES Poe ane’ 
a ae a phicaey = anit $ 
ee i A oP PA 
ae | eS “_ 77 shee EE hin 
q a fe Kae ‘ Os eg a 
a gee ci le ee oe F ae | q 
oe ee ze ye or, Pr vy em 
i, eee eRe ed F 
le . bins Re et ; 
’ rf : 
} a * a —_—_—_—" 
4 I AM a : 
ht a SRS - aes : z 
ig Get ‘ x a 
eae r é : <a 
a = a. + is to ca ee 
; ie i a f - , ee: : pf a b be a “ 4 
. hoe = a. b tad s a 
a Bie Ne ss ee : 
” ae : a ee Eee fin: | 
a ” a ees 
: A 
Sone UV — 
age ,| 
, | 
a 
Ss 
4 , “ i 
Pd ate 3 as JS 4 
ia —E——— ( rs 
7 a | . 98 | | 
Me ra al ' } , - ¥ L. | 
a Lh : / | eee 
tle ee = = = 
a fs [ f + a - : 
Sa ae a 
bere 
tele. NEW, IMPROVED 
a - oO 
_ = PROGRAM STRUCTURE 
3 a | 
mi ‘ 
ee 
_ a 
ieee = 
(ie 
* ne oa ; _ 
a Z [s—OeoXx—CC_— 
he . | 
| 
ae sig Pe 
= eel | 
me ae | 
| ae 
ei i ee 
ce 
a ae el 
ae ee — 
Ap. " 
eo > ee 
: ; 
bs 
s ie 4 a 
7. a 2 
é wate e 
& ye f / , . d : owe : : ‘ oe 
pees ae ; A ae = fe n.d ee ee ee i pees Mh. Fe 6. SER Se A yee >A Neg ps et EN a ad. ep nyo nas tag mae 2 ge, iri eae ee 
ar o hay <= raed , zi 4 to a a io i j* =e! sogee Sa Po’ es We? ig} } hs a ey ute ‘J ae Fp geile FR aly vas ow? aie .. <. ; parr " 1s ¥ ES ar, * y J eR in Fy ES pale 


NC 


June 15, 1942 


ADVERTISING AGE 


25 


Predicts ‘Victory 
Model’ for U. S. 
Furnace Makers | 


Chicago, June 10.—Another war- | 
time “victory model” bobbed up| 
this week as David H. Butler, chief 
of the heating section, plumbing 
nd heating branch, War Produc- 
yn Board, predicted adoption of a 
tandardized furnace by the indus-| 
y. 
Addressing the semi-annual con- | 
ference of the National Warm Air 
Heating and Air Conditioning Asso- 
ciation at the Stevens Hotel, the 
WPB sectional chief forecast pro- | 
duction of the model in the very| 
near future. It will utilize, he said, 
much less critical material than 
heretofore. He expressed hope that 
the model would be sufficiently 
flexible to permit adaptation by all 
factories. 

Leading manufacturers of warm 
air furnaces were summoned to 
Washington more than two months 
ago and told that their 1942 produc- 
tion must not exceed 50 per cent of 
their 1940 output. (ADVERTISING 
Ace, April 6.) 

The manufacturers were advised 
by Mr. Butler that they must con- 
vert to other war work, since the 
Army has scaled down its demands 
for cantonment heating equipment 
from an original estimate of 26,000 
units to 4,000 units for the remain- 
der of 1942, and there is little like- 
lihood of continuing production of 
the usual line of goods. The makers 
likewise were advised not to expect 
too much from the requirements of 
defense housing units. Most of this 
equipment is expected to be for sin- 
gle-family dwellings, not the larger 
type. 

His section will do all possible, 
Mr. Butler promised, to prevent 
issuance of any order requiring 
companies in defense areas to con- 
centrate on direct ordnance work 


| 


- nn - & 


Post Advanced 


| Company’s 


while those in other areas are turn- 
ing out normal products, even) 
though on a reduced basis. 


WPDQ to Open Sept. 1 


Jacksonville Broadcasting Com-| 
poration has announced Sept. 1 as 
the approximate opening date for 
Station WPDQ, Jacksonville, Fla. 
The new station will be the city’s 
largest, operating on 5,000 watts day 
and night on a frequency of 1,270 
kilocycles. Officers of the new cor- 
poration are James R. Stockton, 
president; E. D. Black and E. G.| 
McKenzie, vice-presidents; and | 
Robert R. Feagin, secretary-treas- 
urer and manager of the station. 


Payne Succeeds Lord | 


John H. Payne has been ap-| 
pointed business manager of the 
Standard Times, New Bedford, 
Mass., to succeed Merrill Lord. 


NEW HAVEN 
is Fuse! 


I 
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The automatic revolver was in- 
vented and first made by Colonel 
Col: at the Whitney Armory, New 
Haven, in 1836. After the Seminole 
anc Mexican wars, its superiority 
Was demonstrated and he began 
manufacturing in quantity. 


Che New Haven Register 


Herschel E. Post, formerly man- 
ager of 
Houston, Tex., paint 
factory, has been appointed general 
sales manager of the _ industrial 
finishes division. 


Chisholm Advanced 


George E. Chisholm, formerly 
manager of sales promotion and 
advertising for Union Bag & Paper 
Corporation, New York, has been 
named assistant to the general sales 
manager. 


Barrett to Compton 


Fred Barrett, formerly head of 
the media department of Lee An- 
derson Advertising Agency, Detroit, 
has joined the media department 
of Compton Advertising, New York, 
as magazine space buyer. 


Advertising Fails 


Pittsburgh Plate Glass'| 


to Dampen Ardor 
of Eager Thieves 


Toronto, June 10.— Officials of 
the Ego Fuel Company of Brant- 
ford, Ont., haven't lost their money, 
but they have lost much of their 
faith in the power of advertising. 

After the company’s office had 
been burglarized so many times 
that departing and arriving ma- 
rauders were beginning to get in 


each other’s way, the company used | days for Sunsweet prunes and apri- | 


MAILING SERVICE 


the local prints to advertise that it 
is useless for thieves to spend so 
large a part of their productive 
night hours breaking into the com- 
pany offices, since no money is kept 
there. 

The indefatigable burglars took 


the advertising to heart—for a 
while—and Ego officials were just 


efficiency of advertising when the 
office was broken into again. The 
safe, as advertised, was empty. 


California 
Growers 
Cal., has 


Prune 
Association, San 
renewed its 


Jose, 


Columbia Broadcasting System’s 
| Pacific Coast network starting June 
13. The program is aired on Satur- 


cots. 


Lebentouht Named Pree. 


Joakim Lehmkuhl has _ been 
jelected president of Waterbury 
|Clock Company, Waterbury, Conn., 
|sueceeding Charles H. Granger. 


about to sign a testimonial to the | and aeronautical engineer, has 


Renew Sunsweet Program 
and Apricot | 


program, | 
“Dick Joy News,” on six stations of | 


Hughes to Dallas Office 


J. E. Hughes, well-known flyer 
been 


| appointed resident manager of Adel 
| Precision Products 


Corporation's 
new engineering service office in 
Dallas. 


Rand Gets College Post 


Paul Rand, art director of Wil- 
liam H. Weintraub & Co., New York, 
has been appointed to the faculty of 
Cooper Union Art School, New 
York. Mr. Rand was formerly art 
director of Esquire and Coronet. 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


140 8. Dearborn St. Wabash 8655 


The most important ‘first’ 


ever won by KMOX 


HROUGH the years KMOX has won blue ribbons for 
practically every important phase of radio broadcast- 
ing. Humanly enough, we have always been proud of our 


parti-colored pattern of success. But recently, a single, sig- 


nificant honor has given us our deepest pride. 


On May 14, 1942, the National Association of Broadeast- 
ers granted KMOX the William B. Lewis award for “most 
effectively inspiring its audience to continued support of the 
war effort:’ Of all the awards we have won, this is the best. 
It surpasses our honors for talent and program—our cita- 
tions for sports and showmanship and hillbillies. It over- 
shadows our lead in listening audiences and advertisers. 

For here is concrete evidence that our knowledge and 
skills have meshed smoothly into an instrument of public 


morale—and that they are doing the most vital work that 


can be radio’s from now until Victory. 


KM OX THE VOICE OF ST. LOUIS 


Owned and operated by Columbia Broadcasting System. Represented by Radio 
Sales located in New York, Chicago, Los Angeles, San Francisco, Charlotte. 
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New Produc Aids 
Sherwin-Williams 


fo Solve Problems 


Pushes Kem-Tone Hard 
But Does Not Neglect 
Name Advertising 


Cleveland, June 10. — One of 
the most interesting merchandising 
stories of World War II is being 
written by the Sherwin - Williams 
Company with its new Kem-Tone 
paint, whose introduction was de- 
scribed in some detail in the April 
13 issue of ADVERTISING AGE. 

Contrary to what may be a fairly 
general impression, the paint in- 
dustry has been hit substantially by 


HONOR SERVICE PLAQUES 
Stimulate Public Interest, Boost 
Morale with our skillfully cast 
YOUR MEN VICTORY HONOR ROLLS 
COSTS MODEST 
IN THE Send for Illustrated 
A R M E D Literature 
U. S. BRONZE SIGN "> 
FO RCES 574 Broadway, New York, N. 
Telephone CAnal 6-4792 


the war, not only because of the 
need for paints and pigments in 
war work, but also because of 
shortages of raw materials, packag- 
ing materials and labor. The paint 
industry is primarily a basic metals 
and chemical industry, and many 
of its most essential raw materials 
have always been imported from 


areas which can no longer be 
tapped. 
Faced with the multitudinous 


problems of all industries whose 
manufacturing operations have 
been curtailed because of scarcities, 
whose distribution situation has 
been disturbed because of packag- 
ing difficulties, and whose use was 
curtailed, in some areas at least, 
because of a shortage of profes- 
sional painters, Sherwin - Williams 
proceeded to develop a new product 
geared to the market, which in- 
cidentally opened a vast new con- 
sumer market because of its econ- 
omy and ease of application, and 
then went whole hog in a promo- 
tion campaign designed not only to 
sell this particular product but to 
help dealers maintain paint volume 
and get more store traffic. 


Biggest Single Product Drive 


The new product, Kem-Tone, is 
a resin emulsion wall finish mix- 
able with water, yet highly wash- 
able. It was introduced with a 


full color page in the April 26 issue 
of The American Weekly, plus an 
important schedule in The Chris- 
tian Science Monitor and news- 
paper advertising in more than 200 
key cities, as well as special depart- 
ment store copy placed by leading 
stores in many cities. The cam- 
paign, according to C. M. Lemperly, 
general manager of publicity for 
Sherwin-Williams, is “probably the 
biggest advertising campaign of our 
history—at least for a specific prod- 
uct.” 

Store banners and signs, folders, 
window displays, demonstration 
kits, and a complete promotional 
program are backing up the huge 
advertising drive, with results that 
have already been described as 
beyond expectations. An important 
adjunct to the Kem-Tone drive, in- 
cidentally, is a gadget known as the 
Kem-Tone Roller Koater, a type of 
roller which can be used for apply- 
ing the paint in place of a brush 
(brushes are hard to get now), and 
which has an unusual appeal to 
amateur painters who are not too 
sure of their brushing ability. 

The Roller Koater sells for 89 
cents, and is the invention of R. C. 
Adams, of the Sherwin - Williams 
advertising department. The device 
is merely dipped into a shallow pan 
holding some paint, and then rolled 
across the surface to be painted, re- 
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g SAVINGS BONDS AND STAMPS 


/ 


Call SUPerior 7070 today. Put our famous Five-Phase Production Plan to 


work saving time and money on your present job. Artwork . 


. Photography 


. . » Photo-retouching . . . Composition . . . Engraving . . . at SUPERIOR 
all are carefully co-ordinated to make every grain in the hour-glass count. 


Day and night our shop is at your service. And whether you use all 


. . . or 


any one... of SUPERIOR’S five important functions, you pay no premium 


for Superior satisfaction. 


" 


SUPERIOR ry ENGRAVING COMPANY 


ah 


YAN 
hi 


215 W. Superior St. 


- Chicago 


STORE AND DEALER KEM-TONE ADVERTISING 


The Gimbel ux ‘entennial 


' 
! 
=. | 
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SHERWIN-WILLIAMS PRINTS 


A as he 


Gites ROLLER-KOATER 8% 


these samples of hundreds of ads: 


Intensive puennlien of the new Sherwin-Williams Co. paint, Kem-Tone, include: 

store-dealer campaign copy in key cities 

throughout the country; department store tie-ups such as the advertising of 

Gimbel's and The Fair; and a suggested newspaper mat pushing the company s 
wartime paint applicator, the Kem-Tone Roller Koater. 


sulting in a finish which Sherwin- 
Williams says “is free from brush 
marks and laps and takes on the 
expensive appearance of canvas or 
Sanitas.” 


Believes Advertising Is Essential 


Tremendous emphasis in the 
marketing of Kem-Tone is placed 
on actual demonstrations, since the 
product is not only new but is an 
all-purpose one-coat paint in the 
low-price bracket, and much of its 
appeal is to housewives and house- 
holders who will act as their own 
painters. 

The introduction of this new type 
of paint is a sufficiently good dem- 
onstration of how to overcome un- 
usual production and marketing 
problems, but even if Kem - Tone 
were not available, Sherwin - Wil- 
liams would consider it essential to 
continue advertising. As Mr. Lem- 
perly puts it: 

“On the question of advertising, 


it depends pretty much on the indi- 
vidual manufacturer and his situa- 
tion with regard to his allocation of 
materials, containers, etc. As to the 
policy of advertising, opinions vary. 
Some new faces are appearing. 
Most of the older faces are keeping 
in circulation in varying degree 

“In our own case we are doing 
everything possible to keep our 
name before the public, in outdoor, 
radio and newspapers. The empha- 
sis in the former two media is on 
the institutional side; on the lat- 
ter, current products that are avail- 
able for immediate sale, or as ‘long 
as the supply lasts.’”’ 


Board Chairman’s Philosophy 


The whole philosophy of the 
company, Mr. Lemperly says, can 
probably best be summed up in the 
remarks of George A. Martin, 
chairman of the board of Sherwin- 
Williams, who said: 

“I have never forgotten some- 


Herald. 


This phenomenal 


RESULTS 


CAN BE OBTAINED IN MIAMI 
AT ONE LOW COST!... 


Consider the fact that The Miami Herald 
covers more than 60,000 of the 67,667 
year around resident families in the 
Miami city zone, which means that few 
families in the area with money to spend 
will miss your advertisements in the 


only to editorial policy, but to the fact 
that the Herald has led for many years 
in every classification of advertising... 
in short, it is Miami's guide to shopping! 


PLACE YOUR ADVERTISING PROGRAM 
IN THE HERALD FOR QUICK RESULTS 


Che Miami Herald 


STORY, BROOKS & FINLEY — National Representatives 


circulation is due not 


GREATER MIAMI—“‘A National Market!’’ 
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thing I read years ago. 
ting in a theater alone and while 
waiting for the curtain to go up 
was reading the program. There 


advertising agency. 
thing like this—the young head of 
the agency related his experience 
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I was sit- 


was an advertisement in it by an 
It went some- 


n soliciting the account of a large, 
vell-known firm. The head of the 


manufacturing firm listened atten- 
tively to 
smiled and _ said, 
know, but we have been in business 
so long and have advertised so 
much that our name is a household 


then 
‘Young man, I 


the presentation, 


word, and we don’t need advertis- 
ing now, everybody knows us.’ 
“The agency man concurred but 
isked the executive if he could 
name the candidate for vice-presi- 
dent on the Democratic ticket eight 


years ago. He could not. Four 
years ago? He could not. He got 
the point. Less than one per cent 


if the people could remember. 
Can’t Slight Name Publicity 


“IT have used this same _ story 
many times over the years, and in- 
variably with the same effect. I 
often tell it to our managers when 
they sometimes argue for tempo- 
rary expedients that might, it is 
true, show more tangible returns 
for the time being. 

“Such things have their place. I 
term them advertising but I draw a 
distinction between this type of ad- 
vertising and institutional or name 
advertising which I believe is too 
often subordinated to the former, 
especially by sales executives under 
pressure for more immediate sales 
and quotas. 

“Many times this is done with 
grave consequences. The results of 
years of building are endangered 
by such expedients if carried too 
far. There should be the right bal- 
ance between what I call advertis- 
ing and publicity. 

“I believe this is more true today 
than ever. With the prevailing 
shortages, it becomes increasingly 
important to keep your name alive. 
Whether you choose the news- 
papers, the periodicals, outdoor 
highways, radio or what not, is not 
so important as to not let your 
name or house get out of the public 
mind or memory. The public soon 
forgets and we must constantly 
keep our name in the public eye.” 


N. Y. Dotted Liners 
Name John Whelan 


John Whelan, business manager, 
Haire Publishing Company, has 
been elected president of the New 
York Dotted Line Club. 

Ralph Duysters, Sheet Metal 
Worker, was named vice-president. 
Kenneth Langley, Oil & Gas Jour- 
nal, was appointed chairman of the 
program committee. 


Rubber Co. Campaigns 


Boston Woven Hose & Rubber 
Company, Cambridge, Mass., has 
placed advertising in newspapers, 
national magazines and farm pap- 
ers, through its agency H. B. Le- 
Quatte, Inc., New York, urging 
housewives to buy its substitute 
brand of jar rubbers, Bull Dog, 
Since the regular Good Luck brand 
is no longer available. 


NEW YORK’S STATION OF 
DISTINCTIVE FEATURES 


NOW 5000 WATTS 


The unique position of WEVD \ 
with a large section of Metro- 
politan New York's radio audi- 
ence is evidenced by— 


(1) The feature boxes of news- | 
Paper radio program pages. 


(2) The large number of 
famous advertisers on the 


Station continuously year after 
year. 


Ask for “Who's Who On WEVD”’. .. 
sent on request. 


WEVD i 
117-119 West 46th St., tow Verk, n.¥. 


Norge Trains Servicemen | Basic Farm Data 
Norge Division, Borg sived one| k P bl h d 
Corporation, Detroit, has solved one | " 
of the major problems confronting | - u isne 
most appliance dealers and dis-| ‘ 
tributors, that of training raw re- by Country Gent 
cruits for the service department, Philadelphia, June 10.—The Cur- 
pag ey oo el Bg, peed Publishing Company’s division 
lining in detail a program for a of commercial research, headed by 
series of brief, two-day national| Donald M. Hobart, has just pub- 
service schools. The schools will|lished “The Farm Market,” the sec- 
be set up at Norge distributors’ ond of a series of market analyses 
headquarters in every part of the | based on latest available reports of 
yagi me Rae shops of lead- the Bureau of the Census. The first 
g 8 S of the series, “Where People Buy,” 
was issued some months ago and 


ave detailed figures n retail, 
Alfonse Pechukas has been named ah Tages ~ aoe ll pea ay 
acting director of research of the . o M ee 
Columbia Chemical Division of|™ents in the United States. 
Pittsburgh Plate Glass Company, The Farm Market” is a bound 
succeeding Dr. Irving E. Muskat, | Volume of almost 400 pages, all but 
who has resigned. ja few introductory pages of which 


Pechukas to Research Post 


is devoted to detailed state and 
county breakdowns of 85 different 
indexes of the farm market, 
grouped under nine major headings: 
farm population, values, expendi- 
tures, automotive data, farm facili- 
ties, acreage, tenure, livestock and 
poultry and crops, along with an 
analysis of Country Gentleman 
circulation. Data for each state is 
preceded by a map showing state 
capital, county seats, and all places 
having 10,000 population or more, 
except in the cases of some of the 
less populous states, where com- 
munities with 5,000 population are 
shown. 

A detailed United States sum- 
mary of gross farm income, and a 
similar summary of other factors 
shown in the book, complete the 
volume, which is notable not only 


\for its completeness and ease of 


reference, but almost equally for 
the extremely readable character of 
the mass of statistical tables which 
it includes. 


David Appointed Dean 


Continuing the precedent of 
selecting as head of the Business 
School a man of business back- 
ground and administrative experi- 
ence, Harvard University has ap- 
pointed Donald K. David, until re- 
cently president of American Maize 
Products Company and director of 
several corporations, dean of the 
Harvard Graduate School of Busi- 
ness Administration. Mr. David 
succeeds Prof. Wallace B. Donham, 
who has resigned effective July 1. 
Mr. Donham will continue to serve 
as George F. Baker professor of 
administration. 


ST RT TT 


MUTUAL 


BROADCASTING SYSTEM 


| PAUL H. RAYMER CO. 
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ADS Names Art Winners | 


Alpha Delta Sigma, national pro- 
fessional advertising fraternity at 
Franklin and Marshall College, 
Lancaster, Pa., has announced the | 
prize winners of the eighth annual | 
Pennsylvania Poster Art Contest. | 
This contest is designed to encour- | 
age high school art students to im-| 
prove their work with the view of 
eventually entering the advertising | 
field. Major prize winners are: | 
first prize, Elaine M. Shutts, Hav-| 
erford Junior High School, Upper | 
Darby; Philip Pearlstein, Taylor | 
Allderdice High School, Pittsburgh; | 
and James Morrison, Greensburg | 
High School, Greensburg. 


IVE engineers and executives 
the power equipment informa- 
tion they urgently need to increase 
power plant capacity and to insure 
greater reliability for all-out 


production of war materials—use 


advertising 
tt 


POWER PLANT 
ENGINEERING 


ABC -s ABP 


“uF, 


53 W. JACKSON BLYD., CHICAGO 


War Worker Target | 
of New Wrigley | 
Radio Program | 


Chicago, June 9.—A _ new pro-| 
gram aimed at America’s industrial 
workers will be launched June 15 
by Wm. Wrigley Jr. Company over 
a 75-station Columbia Broadcasting 
System network. 

The program, which will be heard 
Menday through Friday from 5:45 
to 6 p. m., EWT, will originate 
in Chicago and will feature Ben 
Bernie as master of ceremonies. 
The Bernie humor will do more for 
the industrial workers than the 
high - pressure, “Give those rivets 
your all,” type of program, a Wrig- 
ley spokesman explained. 

According to the agency, Arthur 
Meyerhoff & Co., the new show will 
round out the Wrigley radio sched- 
ule. The chewing gum company 
now sponsors “First Line” on CBS 
from 10 to 10:30 p. m., EWT, Thurs- 
days, and “Gene Autrey’s Melody 
Ranch,” also on GBS, from 6:30 to 
7:15 p. m., EWT, Sundays. “First 
Line” salutes the Navy, the Gene 
Autry program devotes a portion of 
its time to the Army with particu- 
lar emphasis on the cavalry, and 
the new program will serve the 
other member of the trinity of war. 

The agency is able to show an 
impressive brochure of clippings 
from industrial and technical maga- 
zines treating the use of music in 
industry to speed production. It is 
the hope of the company that in- 
dustrial plants will tune in the pro- 
gram and pipe it to their workers. | 
The war worker, who in many cases 
is not permitted to smoke on his 
job, is an A-1l market for chewing 
gum. 


Changes Publication Date 


Effective with the July issue, 
Chatelaine, Canadian women's 
magazine, will change its publica- 
tion date from the 25th of the 
month preceding to the 30th of the 
month preceding date of issue. 


When you are ‘‘buying”’ 


CALIFORNIA 


be sure to include 


SAN DIEGO. 


1940 Census 


figures tell only 


about half of San Diego's story. 


Getting Persona 


Willard W. Happy of the sales department of WFDF, Flint, Mich.., is 


living up to his name, the reason 
Happy home. . 


being a new baby girl at the 


. Some 500 Detroit advertising men attended the 


eighth annual Spring Frolic of the Adcraft Club at the Players Play-: 


house. 


The joyous admen saw four one-act plays scripted by Robert 


L. Greene and Edwin W. Husen, Albert DeG. Conkey, Edward C. 
Parker and Edward J. McKernan... 

Oliver J. Keller, pres. of the Pittsburgh Post Gazette Publishing 
Company, has been elected a trustee of the Dollar Savings Bank, 
Pittsburgh. . . Ray Sentker, assistant promotion director of KSL, Salt 


HONORED 


Niles Trammell, president of National 
Broadcasting Co., delivered the com- 
mencement address at De Pauw Univer- 
sity, Greencastle, Ind., and later received 
the honorary degree of doctor of laws in 
recognition of his “keen appreciation of 
radio communication as an instrument of 
public service.” 


Lake City, has a new son, Craig 
Raymond, born May 19... 

The engagement of Claire M. 
Harrison, continuity director of 
KWK, St. Louis, to John B. Cari- 
Cari, now in training with the 
Air Corps at Scott Field, IIL, 
has been announced. . . Melville 
Gordon, with the St. Louis office 
of General Outdoor Advertising, 
received a $50 war bond from 
the grateful first aid class she 
instructed. . . 

Edward G. Ball, formerly a 
copywriter and production man 
with H. C. Mulberger, Inc., Mil- 
waukee agency, married Billie 
Pepper of Milwaukee in Alex- 
andria, La., May 23. Pvt. Ball 
is stationed with a medical de- 
tail at Camp Claiborne, La... 

D. Jules Sacks,.of Active Mat- 
rix Co., did a bang-up job on 
the recent B’nai B’rith war bond 
rally in St. Louis. As publicity 
director, he helped to woo 20,000 
people into Washington Univers- 
ity’s field house, and to sell $1,- 
875,000 in war bonds and stamps. 
.. Lt. J. Leslie Percy, formerly 
with the advertising department 
of the Toronto Evening Tele- 


Get the true facts month by 


month from our 


National Repre- 


sentatives. It will pay you to keep 


pace with Southern California's 


second largest market! 
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gram, has been commended by 
King George VI for his good 
; . work in protecting convoys. . . 
Leonard Masius, vice-president of Lord & Thomas, has been named 
chairman of the advertising division of the New York fund-raising 
campaign for Russian War Relief. . . Lionel Kaufman of This Week 
Magazine is thrusting out his chest over the arrival of Lionel, Jr., on 
Decoration Day at White Plains Hospital, White Plains, N. Y.. . 

The brothers Galewitz, Jack and Leo, respectively president and 
secretary of Great Atlantic Paper Co., New York, recently donated 
a fully-equipped station wagon to the Red Cross. .. Mrs. Elizabeth B. 
Moran, daughter of Walter E. Blodgett, member of the advertising 
dept. of Standard Oil of Indiana, won first prize ($5,000) in a recent 
Chicago Sun contest. . . 

Elsa Lang, N. Y. Herald Tribune promotion mgr., is now Mrs. Harry 
Staton, having become the bride of the N. Y. Herald Tribune Syndi- 
cate manager... 

Carl Spier, v.p. and copy chief of BBDO, was chairman of the 
agency’s 12th annual golf and tennis tournament held June 11 at Pel- 
ham Country Club. A patriotic note was injected as the BBDO ad- 
men competed for war stamp prizes in lieu of the usual gift awards... 

Tle stork has paid his first visit to the home of John B. Hymes, 
Lord & Thomas time buyer. The long-legged bird left a bouncing 
baby boy who has been named after his daddy. . 

Louis A. Brown, 
ad manager for 
Loew's Theaters in 
New England, has 
been made public- 
ity manager for 
the War Activities 
division, Motion 
Picture Industries, 
for Connecticut. . . 

The Hollywood 
influence con- 
tinues to make in- 
roads on the ad 
fraternity. Y & R 
has its Tom Lewis 
married to Loretta 
Young and now 
Buchanan & Co's. 
v.p., John Hertz, 
Jr., takes Myrna 
Loy as his bride. . . 

G. Lynn Sum- 
ner, president of 
G. Lynn Sumner 
Co., received an 
honorary degree of 
doctor of laws 
from his alma 
mater, Albion Col- 
lege, Michigan, 
and delivered the commencement address at the graduation exer- 
cises. Mr. Sumner is an Albion alumnus of the class of 07. . . 

Jack O'Mara, promotion manager of WOWO-WGL, Ft. Wayne, Ind., 
is having a bout with the mumps. The station expects him back at 
the old stand in another week. . . Fred J. Hatch, former Milwaukee 
agency owner, has been promoted to the rank of major. Maj. Hatch 
is regimental adjutant at Fort Francis E. Warren, Wyo. . . 

Jack Strubing, Jr.. Compton Advertising v.p., is taking full ad- 
vantage of a three-weeks vacation. He’s relaxing and absorbing lots 
of that well-known salt air at Sea Island, Ga... 

Adrian Samish, radio production director for Young & Rubicam, 
New York, slipped off, of all places, to Media, Pa., last Tuesday, to 
be married to Peggy Knudsen, 19 year old actress. Mrs. Samish, a 
Duluth girl, crashed Broadway in the title role in “My Sister Eileen” 
after a year in daytime radio in Chicago. 

Edward J. Samuel, a.m. of Stanley Home Products Co., Westfield, 
Mass., has been elected president of the local Retary Club. . . 


BLAIR AND WOW TIE UP 


& 


John Blair, pres. of John Blair & Co., national sales repre- 
sentative for WOW, becomes a member of Sovereign 
Camp No. 16 of the Woodmen of the World Life Insur- 


ance Society, at Omaha. President D. E. Bradshaw of 
the Woodmen is signing him up as J. James Neale (left), 
radio time buyer for Blackett-Sample-Hummert, and John 
J. Gillin, Jr., general mgr. of WOW, look on approvingly. 


| ‘Dallas News’ Wins in 
Supreme Court Case 


A. H. Belo Corporation, publishe, 
|of the Dallas News and owner o! 
| Station WFAA, has won a Suprem: 
|Court victory over the wage and 
| hour division, Department of Labo) 
|in a decision in which the hig! 
|}court ruled that “nothing in thy 
| (wage-hour) act bars an employe) 
from contracting with his employe 
to pay them the same wages tha: 
they received previously, so long 
the new rate equals or exceeds t! 
minimum required by the act.” 

The court affirmed district a: 
circuit court rulings by a five-t.- 
four vote, holding that the Bx 
plan of contracting with employ: 
to pay them existing salaries { 
existing hours is lawful. The fo 
dissenting justices joined in 
strong minority opinion condem» - 
ing the plan as a “device” desigr 
to “avoid many of the disadvar- 
tages of ordinary overtime.” 


Kre-Mel Aims 3-Sheet 
Copy at Children 


Corn Products Refining Compan, 
has launched a campaign for Kre- 
Mel in four important Eastern mir- 
kets, using Criterion Service three- 
sheets with copy addressed specific- 
ally to children. The copy simu- 
lates school blackboard drawings 
and lettering, and features Kre-Me| 
pie filling. 


What Everyone 
in Radio Likes 


Everyone likes Renewals. So 
everyone seems to be happy 
about sponsorship of Wayne 
| Ackley and the News over 


KSO. Everyone including: 


Time-salesmen who feel 
such accounts are due for a 
long run. 

Advertisers who renew year 
after year, like Central Na- 
tional Bank (second year), 
Socony- Vacuum (second 
year), Flynn Dairy (third 

year) and Sears, Roebuck 
(eighth year). 

Advertisers who are sur- 
prised at sales-response, like 
W. H. Bishop of Food Prod- 
ucts Co. who reported: 
“Wayne Ackley and the News 
have produced more traceable 
results than any other adver- 
tising we have used in ten 
years.” 


To more than a million lis- 
teners in Des Moines and 
Central Iowa, Wayne Ackley 
has become a familiar and 
welcome personality—one of 
the many personalities that 
enable KSO and KRNT to 
out-perform so many other 
good stations. (Ask Katz for 
the complete story.) 


KS 
ARNT sis: 


m™ The Cowles Stations in q 
| a 
m DES MOINES 


BASIC BLUE 
AND MUTUAL 
5000 WATTS — 


oa 
BASIC 


Affiliated with the Des Moines 
Register and Tribune 
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UNCLE ADOLF WANTS YOU! 


A Message No Business Man Should Miss 


Remember those posters from the last war . . . Uncle (“Why put that money into advertising?”, asks Uncle 
Sam pointing at you? Adolf. “Put it into War Bonds directly.” He knows that 
There’s a new one this time ... and Uncle Adolf Hitler advertising War Bonds will help sell MORE of them.) 
points from it, straight at you as an American business 

man. 


He knows you have always been independent. He knows 


All over the country now, local communities are under- 
taking drives to build War Bond sales to a national total 


of at least a billion dollars’ worth a month. 


These drives 


you would fight like hell to maintain that independence. 


need the cooperation of local business firms. 


But right now he’s trying to convince you that stubborn- —- ‘ 
. : Are you cooperating? These drives need space and 

ness and independence are one and the same thing. : - 5 

money for publicity .. . for advertising which, through 

increasing War Bonds sales, will result in siphoning off 

ten per cent of all salaries and wages and so help finance 


the war and reduce the danger of inflation. 


On the one hand, he’s trying to get you all whipped up 
about the danger to your business of increasing govern- 
ment control. On the other hand, he wants you to develop 
a “let the Government do it” attitude .. . in boosting the ; 
sale of War Bonds, for example. Such a move carries direct benefit for you. Uncle Adolf 

Leck wants you to do nothing about it. What do you want? 

A lot of American business men who won't be fooled are 
contributing some of their advertising space—or some of 
their advertising dollars—to help the sale of War Bonds. 


Get in touch with your local War Bond Pledge Cam- 
paign Headquarters immediately. The number is in the 
phone book. Call it now! 


ADVERTISING AGE is pleased to present this space, on which its own 
promotional message would ordinarily appear, to help further the sale of 
War Bonds. This particular plea comes from the New York War Bond 
Pledge Committee—but its sentiments apply nationally. Other groups 
with war messages to address specifically to advertisers, are invited to make 
use of this space in future issues. 
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tional advantages. 
what you're 
journal has been steadily 
readers for more than 50 years on the im- 
portance of diet to good health 
proteins and carbohydrates are old friends 
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Penna. Court Upholds 
Foreign Franchise Tax 


A Dauphin County court has sus- 
tained the constitutionality of Penn- 
sylvania’s foreign franchise tax and 
has directed Quaker Oats Company 
to pay $16,637 in disputed taxes for 


1935. 
The decision affects all non- 
Pennsylvania corporations operat- 


ing in the state. Gross 


in opposing the company’s 


actually sold in Pennsylvania 


should be considered in computa- 


tion of the capital stock of the com- 
pany employed in Pennsylvania. 


Spence to Centaur 


Wells W. Spence of the merchan- 
dising department of Young & 
Rubicam, New York, has_ been 
named assistant to J. D. Bohan, 
vice-president and general manager 
of The Centaur Company, effective 
July 1. 


BABY MARKET BOOMING! 
MAGAZINE i ; 
IS BOOMING TOO! \~’ 


Ww" 


DOES SHE UNDERSTAND YOUR 


Qnquage P 


Fair lady was never won by a language 
she couldn't understand. So if you're try- 
ing to sell nutrition to people who don't 
know a vitamin from a protein—and that 
includes the bulk of mass media readers 
you're in for a long, expensive pull. 

In striking contrast, however, you'll 
find Life & Health readers very receptive 
to your product's health appeal and nutri- 
Because they know 
talking about. This health 
educating its 


Vitamins, 


to them. They're on the lookout for prod- 
ucts like yours. And once they've bought, 
they get others to buy! 

An increasing number of the nation's 
biygest advertisers are speeding the “get- 
ting-acceptance™” process by telling their 
nutrition story to Life & Health readers. 
Why don't you? 

Write for free 12-page brochure giving 
the facts and figures on Life & Health. 


i fitare Health 


THE NATIONAL HEALTH JOURNAL — 
CEPT &@ TRKOMA PARK WasHINnGTON. 0.¢ 


receipts 
from sales made by Pennsylvania 
agents must be considered in com- 
putation of the tax, the court held, 
stand 
that only the amount of products 


Monumental Work 
on Food and Drug 
Laws Published 


Cincinnati, June 9—A monu- 
mental work designed to present 
the complete background, history, 
operations and results of the laws 
governing food, drugs and cos- 
metics has just been published by 
W. H. Anderson Company. Written 
by Col. H. A. Toulmin, Jr., well- 
known corporation lawyer of Cin- 
cinnati, the volume, “The Law of 
Foods, Drugs and Cosmetics,” com- 
prises 1,422 pages, plus additional 
room for another hundred pages or 
so of addenda and revisions, and 
sells for $17.50. 

Designed to serve as an encyclo- 
pedia of legal information on the 
pure food and drug laws, the book 
is elaborately documented and in- 
dexed, and replete with appendices 
which contain complete copies of 
the federal laws which apply as 
well as typical state laws, and the 
text of many regulations and forms 
employed under the 1938 federal 
statute. 

The principal body of text is 
divided into 24 chapters, the first 16 
of which comprise Part I, which 
deals with the Federal Food, Drug 
and Cosmetic Act of 1938 and all 
its ramifications, its history, objec- 
tives and operation. Part II of the 
volume discusses administrative 
procedure and problems of compli- 
ance. 

Of exceptional interest to adver- 
tisers is Part III, which discusses 
false advertising of foods, drugs 
and cosmetics under both the 
Wheeler-Lea amendment to. the 
FTC act and the anti-trust laws. 
Part IV is devoted to an analysis 
of state laws patterned after the 
federal food and drugs laws, and 
also to related laws, such as the 
patent and trademark laws and a 
variety of specific acts such as those 
dealing with meat, cheese, milk, 
etc. 

The volume is undoubtedly the 
most complete and comprehensive 
ever published on the subject, and 
should become an invaluable refer- 
ence source for all whose business 
lies in the field covered by these 
laws. 


Negro Newspaper 
Publishers Set Up 
Ad Study Group 


Chicago, June 9.—A committee 
to make a continuing study of ad- 
vertising copy appearing in Negro 
newspapers and to recommend to 
members elimination of all copy 
deemed undesirable, was set up by 
the 64 delegates, representing 26 
newspapers, who attended the third 
annual convention of the Negro 
Newspaper Publishers Association 
here last week-end. 

Decision to name the committee 
grew out of a panel discussion on 
the subject of “objectionable adver- 
tising,” one of the discussion sub- 
jects announced for the convention 
program several months ago. 

The group decided to absorb the 
Associated Negro Press, hitherto a 
privately-owned and controlled na- 
tional news gathering organization, 
and operate it through a board of 
five directors. 
will be prorated among the mem- 


unanimously reelected to his third 
term as president of the association 
and Thomas W. Young, business 
manager, Norfolk Journal and 
Guide, was re-named _§secretary- 
| treasurer. 


‘Diesel Co. Changes Name 


| Rogers Diesel and Aircraft Cor- 
poration, New York, has changed 
its corporate name to Cummins 
Diesel Engine Corporation of New 
York. Originally formed in 1934 to! 
distribute Cummins Diesel engines, 
the corporation has since enlarged | 
its scope of operations so that now 
it distributes Cummins, 
'and Sheppard Diesel engines, and 
in addition, manufactures a com- 


plete line of gasoline and Diesel-! 


driven generator sets 
'and pumping units. 


and power 


Costs of operation | 


bers, according to circulation. Wil- 
liam O. Walker, publisher of the 
Cleveland Call and Post, was) 


Enterprise | 


JUNE ADVERT 


230 lines this year, a loss of 16.0 as 
compared with the 570,270 lines for 
\June, 1941. This dip, however, is 
an improvement over the 22.4 per 
cent decline suffered in May, 1942, 
jagainst the comparable month of 
1941. 

Women’s magazines recorded a 
decline of 16.0 per cent for June, as 
|}compared with June 1941, with 
605,876 lines in the latter month, 
and 523,341 lines last month. June 
}issues of outdoor magazines suf- 
fered a loss of 26.6 per cent, with 
58,489 lines this year, against 79,- 
|706 lines in June, 1941. 

The brightest spot in the maga- 
zine picture showed up in the stand- 
ard classification. June volume 
totaled 12,675 lines, a gain of 24.9 
per cent over June, 1941. 


Newark Agencies Merge 
United Service Advertising, New- 
ark, N. J., has merged with United 
Advertising Agency, 744 
| street, Newark. 
president of United Service, has 


joined United Advertising as vice- | 


| president. 


Broad | 
Emanuel London, | 


ISING LINAGE IN NATIONAL MAGAZINES 
-——1942———-., -——_1941 ——1942————-—~ 1941 
Pages Lines Pages Lines Pages Lines Pages Lines 
GENERAL Parents’ (N. Y. Metro. Ed.). 45.3 19,430 49.9 21,423 
*Ace Fiction Group...... 10.1 2,264 11.5 2,566 | tParents’ (National) ...... 41.6 17,841 46.6 19,994 
tActual Detective ........ 4.6 3,150 rT ..+-+ | *Personal Romances ...... 9.9 4,267 8.6 3,693 
Po errr rerrere 29.4 12,591 36.2 15,515 | Photoplay-Movie Mirror 
*American Forests ........ 6.3 2,660 ae 3,318 Tar re 32.5 13,941 46.9 20,162 
American Home .......... 34.7 21,898 46.6 29,462 | Radio Mirror (Mac)........ 24.0 10,301 33.5 14,352 
American Legion.......... 9.6 4,122 10.5 4,496 | Romantic Story (F)....... 26.7 11,203 22.5 9,466 
tArts & Decoration <a 18.8 12,817 7.9 5,405 
(Combined with Spur)... pan ‘wee 12.3 7,767 | Screenland Unit ........... 28.4 12,172 23.9 10,276 
SE 35 oss pak Saas be ee theese 2.9 1,281 1.9 817 | Screen Romances (MM).... 26.8 11,532 29.6 12,688 
ge i} 5.4 2,331 8.1 Ces. ee eee 14.0 9,525 <. 
Better Homes & Gardens.. 34.4 21,720 55.8 35,250 | True Confessions (F)...... 28.8 12,113 26.4 11,087 
ge re ree 11.8 7,987 16.3 11,049 | True Experiences (Mac)... 26.2 11,256 35.9 15,408 
Se gS dai gales sh aaaka as 1.4 582 4.3 1,855 | True Love & Romances 
Christian Herald «....icese 16.9 7,279 14.6 6,240 Sh bebe a babes sas ane 26.5 11,360 35.9 15,430 
ees eee 1.8 1,212 2.3 1,536 | True Romances (Mac)...... 27.4 11,735 36.0 15,400 
ES eee rere eee 45.1 19,333 61.5 ee BO GUO cccavcecccacsave 42.9 18,419 44.6 19,136 
PEON ERGO ikscdaccionse 19.2 12,133 25.8 Ce Oo bb 564 695 9 40:05.8 cee 52.5 33,202 63.7 40,247 
*Dell Detective Group..... 12.9 5,549 7.2 SOC) | WORMS DAY ..ccicccccace 26.5 11,349 25.7 11,039 
ee 8.9 3,837 9.5 4,063 | Woman's Home Companion 47.4 32,224 42.7 35,801 
CE a eae aiid ders ee 2.7 1,158 6.5 eee Sie aveveswsscucdeséackenae 13.3 8,374 22.9 14,428 
Esquire (National) ........ 41.0 27,580 53.4 35,914 — — 
2 ea 8.8 6,088 9.1 6,307 NE IR, a as 1,043.8 523,3411,205.5 605,876 
Fawcett Men’s Group...... 8.8 3,685 5.5 2,309 STANDARD MAGAZINES 
I Se ds Ua eiae os ads 10.2 4,354 5.2 2,220 | American Mercury ........ 9.2 1,667 8.6 1,573 
og ee ee 125.2 79,090 110.6 69,898 | Atlantic Monthly .......... 24.4 5,796 15.9 3,794 
Front Page Detective...... 12.9 5,520 7.0 3,022 | Harpers Magazine ......... 21.9 5,212 20.1 4,776 
*Grade, Teacher, The...... 9.3 4,113 11.5 5,090 —— — — 
*Guide Detective Unit...... 4.6 3,130 3.7 2,500 oo Uf eee 55.5 12,675 44.6 10,143 
t*Hillman Detective Group. 8.6 3,677 aa ere OUTDOOR 
House Beautiful ..... iene 20.6 13,002 34.4 21,747 | American Rifleman ........ 21 21.2 9,093 
House & Garden........... 35.6 22,477 41.2 26,020 | Field & Stream............ 26. 38.1 16,326 
*Improvement Era ........ 16.9 7,262 14.5 6,238 | Fur-Fish-Game ........... 13. 18.1 7,766 
og REPS err eT eee 7.6 5,205 11.1 7,592 | Hunting & Fishing......... 12. 16.3 6,979 
Mechanix Illustrated....... 21.4 4,801 30.1 Gyan bee BORO sa ccevovesséac 24. 35.7 15,325 
Moose Magazine .......... 9.9 4,282 3.9 Dt SD kona sb éodcduavnsa® 7. 13.7 5864 
ae 36.9 15,948 60.0 35,930 | CUEGOOTOMIAN 22. ccccccccces 13. 13.8 5,918 
National Geographic ...... 20.6 4,909 28.3 G.7B6 | BOTS AMOI «..cicscccvces 18. 28.9 12,435 
Nation’s Business ......... 40.2 17,227 49.9 21,385 —--- —-  — 
t*Nature Magazine ........ 5.9 2,519 5.1 2,221 ci eer ee 136. 185.8 79,706 
Open Road for Boys....... 7.7 3,303 10.1 4,345 MAIL ORDER 
Popular Mechanics ........ 49.6 11,101 72.4 eet SEES. bks Sad edanes ep aes ‘és rT 2.9 2,029 
*Popular Publications...... 11.7 2,610 12.8 2,860 | tMother’s Home Life....... ine ieee 2.0 1,400 
Popular Science ........... 44.7 10,010 52.9 11,867 | Woodmen of the World.... 1.6 694 4 185, 
DE. Sekieedbeeca sia ddes 30.8 13,206 34.0 14,595 _—_—_—_- CU -C 
PE bo6N6o6 #26044 4020 11.4 4,908 13.6 5,814 3 65k <6 30 ees 1.6 694 4 185 
Scientific American......... 10.6 4,531 12.6 5,386 MAY WEEKLIES 
EET ERT E TET Tee 10.5 4,504 7.9 3,388 | *American Weekly ........ 34.9 66,511 27.9 53,215 
*Street & Smith Fiction SD “WROEE, éicccsecssens 227.5 97,592 185.0 79,379 
Sx vcanhewus R40 0s 25 8.1 1,820 6.4 eg reer rr err eT ree re 153.5 104,392 212.2 144,297 
eT Oe eee reer 23.1 9,925 30.8 fk Ok errr TTT rere eT eT eres 70.2 30,105 82.3 35,311 
*Thrilling Group ....... = 15.3 3,437 18.3 GGG 1 tree CMON ccs ciiccesa 83.6 35,864 84.9 36,462 
Town & Country........... 24.9 16,786 37.3 Se BOE ciceccccecasdcvanows 26.5 11,361 27.6 11,852 
BPBWOL scsescus 4.2 2,657 5.3 rT Ty Cre reer ee oe 12.3 13,992 13.4 14.754 
True Detective ..... 50 2152 70 Pe Cee peicecdeeescvesbeass 59.1 5 86.5 37.086 
WEE cork O04 0'6kd meee 46.1 29,151 52.1 SE be kebiadebeckstessevdeane 217.9 a 267.5 181,882 
_— PE ofc Beka 0 SOREN eee ee 32.3 21, 986 31.3 21.273 
in SOOO) ip ccueweses 093.6 479,2301,184.5 570,270 | *Movie-Radio Guide ....... 12.3 8,341 12.2 8,271 
WOMEN'S MAGAZINES TE <cbaa64ed en aee oe 130.1 55.790 150.1 H4,988 
PRMOTICRN GET 2c cccccvecs 4.8 2 062 3,740 | *'New York Times......... 184.0 49,627 124.0 34,507 
Perey ere 16.3 6,976 Tea ae. Sere re 182.3 78,208 241.8 103,740 
fe ceucheesnesos 20.2 8,643 ‘ th 6B hee MTU REEE CEP EREREEEREL EEE 2.0 1,360 2.6 1,742 
Good Housekeeping ....... 64.9 27,823 ,, 37,133 | Saturday Evening Post.... 223.7 152,088 329.5 224,067 
Harper's Bazaar .......... 37.3 24,974 52. ka ee 20.7 8,862 20.8 8.618 
re ere 11.0 8,339 12. eS os |) Rf ee eee 44.3 37,689 35.5 36,549 
og” Ee 2 re $2.4 13,590 27.3 Ro Pl PT CeTC Te Terre rTirgr 222.0 95,251 257.7 110,544 
rer ere eee 14.3 9,696 20.9 14,195 | *United States News, The.. 82. 35,540 67.4 28,904 
Ladies’ Home Journal..... 71.1 48,372 77.0 52,375 ee she rey ome 
MEMGOMOIBCIIO 2c cc svccss 55.5 23,817 80.9 34,734 Total Group cecuueeeeeee 2,022.0 1,078, 149 2,260.2 1,236,841 
DEE cAGdhtbt eee canaw ees 51.7 35,127 62.9 42,759 
Modern Romances (MM)... 25.5 10,922 24.7 10,614 *Figures furnished by publisher. 
Modern Screen (MM)...... 29.4 12,631 33.6 14,406 tJune-July issue. 
Motion Picture (F)........ 33.7 14,164 28.4 11,927 'Four issues 1941; five for 1942. 
a a a ere 12.6 5,401 11.3 4,837 *Semi-monthly. 
*Movie Stars Parade....... 12.4 5,337 10.2 4,375 “Four issues both years. 
og a od ee 34.3 14,385 30.6 12,869 $1942 format 850 lines; 1941 format 1,030 lines. 
|), eee eee ee 12.6 5,387 11.3 4,835 INot included in total. 
. . . ‘ s ’ 
Weeklies, General Beniamin Joins Cohn Click’ Promotes Flynn 
- Bernard Benjamin, formerly di- J. Walter Flynn, art director of 
Magazines Show visional sales manager of Barron G.| Click, New York, has been ap- 
Collier and National Transitads, | pointed to the executive board. 
Smaller Losses Inc., has joined Arthur Cohn and 
Associates, New York, to head the 
New York, June 11.— Although | "€W business department. seraaeaeeee ¢ LINEAGE 
continuing to show linage declines ‘ ‘ a : 
from last year’s figures, weekly Bibb Joins Council Ist Half 1941 Total 30,844 Lines 
magazines improved their position] D. Porter Bibb, Jr., formerly | 1st Mall 1942 Total 40,337 on, 5 
somewhat during May, 1942, as| publicity director of Batten, Barton, GAIN 30. 2%. 
compared with the previous month, | Durstine & Osborn, New York, has © 
according to a tabulation by Apver- | been named project director for the 
TISING AGE based on reports from | 44vertising Council. 
Publishers’ Information Bureau. 
Last month the weeklies carried 
1,078,149 lines of advertising, a 
drop of 12.8 per cent below the 
total for May, 1941. The loss, how- 
ever, is less than the 14.8 per cent 
reported for April, 1942, against the 
same month of last year. 
June issues of general magazines 
followed the same trend, with 479,- 
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The Nature of 
Post-war Problems 


Although there is widespread 
recognition of the need of careful 
planning for the post-war period, 
and much discussion of it in gov- 
ernmental, professional, industrial, 
and labor circles, a great deal of 
this discussion is vague, general, 
thin, and evanescent, admits Dr. 
George B. Galloway in the intro- 
duction of his report on “Postwar 
Planning in the United States.” The 
158-page volume was prepared for 
and published by The Twentieth 
Century Fund. The report lists 
the organizations, agencies, and in- 
dustrial companies which are ac- 
tive on the subject and summarizes 
their projects. 

The domestic problems of post- 
war economic reconstruction, says 
Dr. Galloway, will be concerned 
with the efficient performance of 
the functions that any economic 
system has to perform, whether it 
be planned, unplanned, or a mixed 
economy in transition like our own. 
These functions have to do with 
the organization of money and 
credit, problems of savings and 
capital formation, of industrial and 
production policy, maintenance of 
employment and of minimum 
standards of living, and adjustment 
of international trade and invest- 
ment. 

More specifically, he explains, 
when the war ends we will be 
faced with all the problems of de- 
mobilizing a wartime economy: of 
converting defense industries to 
peacetime production; of providing 
employment for demobilized  sol- 
diers, civilian war workers, and 
workers in defense industries; of 
taxation, debt adjustment, and 
fiscal policy; of regional develop- 
ment and balance; and, if our vic- 
tory is not decisive, of maintaining 
a fortress economy in a _ hostile 
world. 


Increased Federal Control 


On the socio-economic side there 
will be the continuing problems of 
national health and nutrition, of 
public education and reaction, of 
housing, and social security. It ap- 
pears to be the general opinion, 
says Dr. Galloway, that regardless 
of the outcome of the war and the 
fluctuations in party politics, the 
federal government will steadily 
extend its control over the machin- 
ery of investment and credit, the 
management of basic’ industries, 
the distribution of labor force, and 


1,500,000 COPIES 9/4 
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- 2 EACH NEW AND EXPECTANT 
MOTHERS IN TWELVE MONTHS 


For information write 424 Madison Ave W.Y.C 


Post-War Planning 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH 0O. 


McGRAW. 


the national income, and the direc- 
tion of foreign trade. 

In meeting the post-war problems, 
four main lines of action are being 
planned. Chief emphasis is placed 
by some groups upon the restora- 
tion of free private enterprise after 
the war, and a sort of neo- or public 
interest-capitalism supplemented by 
various forms of public aid: sub- 
sidies, tax concessions, market guar- 
antees, and other inducements. 

Others stress financial measures: 
monetary and credit policies de- 
signed to provide the right amount 
of money, to control its supply and 
distribution, and increase its veloc- 
ity; tax reforms; and chiefly the 
use of fiscal policies to prevent in- 
flation now and deflation after the 
war — government investment, de- 
ficit financing, business cycle budg- 
et-balancing, and the capital budget. 

A third attack proposes to sup- 
plement a post-war expansion of 
new private capital investment with 
a reserve of public works projects 
at all the levels of government, 


planned in advance and held in 
readiness to help prevent a post- 
war letdown. 

The fourth proposal involves the 
extension and regional equalization 
of social services in the areas of 
health, education, nutrition, hous- 
ing, and recreation in order to pro- 


mote greater equality in levels of | 


living throughout the country and 
help increase consumer demand for 
the deferred output of the consump- 
tion goods industries. 

One of the most specific post-war 
planning programs listed in the re- 
port is that of General Electric 
Company. The company is now 
making a study, department by de- 
partment, to determine: (1) what 
each department's business in exist- 
ing lines may be expected to be; 
(2) whether the resulting business 
will require expansion or contrac- 
tion; and (3) what steps need be 
taken to assure preparedness for 
expansion. A summary of the 
findings will show how the com- 
pany as a whole may be expected 
to fare and permit detailed plan- 
ning to assure: (1) a sufficient bank 
of new projects; (2) necessary sup- 
port for such projects as appear to 
have good potential; and (3) per- 
sonnel and space allocation § re- 
quired. 

Certain basic trends of thought 


on the subject of post-war planning 
are reflected in answers to a survey 
made among manufacturers by The 


Research Advisory Service of the | 


' 
| 
} 


Toothpaste Users Decline, 


Survey Indicates 


Toothpaste in tubes was pur- 


Liberty Bank of Buffalo, N. Y. Of| chased by 62 per cent of the denti- 


the 360 manufacturers giving spe- 
cific replies to the questions: ‘What 
)are you doing to prepare to keep up 
sales volume after the current de- 


“What, in your opinion, should the 
manufacturer be doing now to pre- 
pare to keep up sales volume after 
the current defense market ceases 
to exist?”, 66 per cent are main- 
taining or expanding their indus- 
trial reseach programs; 20 per cent 
have developed new products; 32 
|per cent are maintaining or increas- 
‘ing their sales staffs to improve 
|customer relations; and 18 per cent 
‘are maintaining or increasing ad- 
vertising expenditures. 


Seek Technical Research 


In a survey recently conducted 
by the Market Research Corpora- 
tion of America it was found that 
manufacturers 
|the post-war period through tech- 
nical research of their products and 


designs which will provide the 
widest acceptance and best per- 
formance under actual use condi- 
tions. 


fense market ceases to exist?” and | 


are preparing for | 


market research to determine the 


| frice buying families in April while 
72 per cent had purchased tooth- 
paste prior to the April 1 order re- 
stricting tubes, Industrial Surveys 
Company, Chicago and New York, 
has reported. 

Tooth powder accounted for 29.3 
per cent of the families in April as 
compared to 25.7 per cent previ- 
ously, and liquid dentifrices were 
purchased by 8.2 per cent of the 
families in April and by 7 per cent 
before the restriction went into 
effect. These consumption rates are 
shown by continuous monthly 
diaries from over 2,000 families. 


Two to Metropolitan 
Metropolitan Advertising Com- 
pany, New York, has been ap- 
pointed to direct advertising for 
Barbizon School of Languages and 
Miller Harness Company, both of 
New York. 


\ Braby Tale sncw.nrion 


¢ ) 35% Expectant Mothers 
“SJ 35% Mothers at home with Babies 


_»\ 30% Hospital Confined Mothers 


For information write 424 Madison Ave. W.Y.C 
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r 
The Case of the 
Honored Prophet 


Change prophet to profit, 
and you'll find it honored in any 
So the real kick in this 


story is its location—that rich, tri- 


country. 


state area of 2,000,000 people, lying 
between Chicago, Detroit, and Cin- 
cinnati, but responding most to 
WOWO, its own Westinghouse sta- 
tion, for food advertising. 


The fellow who eventually proved 
this to his own delight was an 
Indiana manufacturer of cooked 
breakfast food, who was successfully 
moving it in metropolitan centers 
but wasn’t even getting distribution 


in his own neck 


Practically on a dare, he ran 13 
consecutive 5-minute periods on 
WOWO’s Home Forum offering a 
set of gladioli bulbs for 10c cash and 
a 24c box-top. In a fortnight he had 
801 requests, Kroger distribution, 
and a tri-state market, while WOWO 
had a second contract in its pocket. 


There’s big money BETWEEN me- 
tropolises, as WOWO food adver- 
tisers are constantly discovering to 


their profit. 


@ WESTINGHOUSE RADIO STATIONS Inc 
KDKA + KYW * WBZ * WBZA * WOWO * WGL + REPRESENTED NATIONALLY BY NBC SPOT SALES 
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Swing Commentary 
to NBC; G. M. 
Expands New Show 


New York, June 10.—Coinciden- 
tally with Mutual Broadcasting Sys- 
tem’s announcement that Raymond 
Gram Swing’s broadcasts for Gen- 
eral Cigar Company had been re- 
newed for another year, NBC this 
week revealed that it had signed 
an exclusive contract with the com- 
mentator, effective during the week 
of Sept. 28. Swing is currently 
aired for White Owl cigars over 85 
Mutual stations, Mondays’ and 
Thursdays at 10 p. m., EWT, via J. 
Walter Thompson Company. He is 
also heard sustaining on Saturdays 
and Sundays at the same hour. 

Under terms of his new NBC 
contract, Swing will maintain a 


FARM 
PUBLICATIONS 


OFFER 
THE ONLY 
COMPLETE AND 
EFFECTIVE 
COVERAGE OF 
THE 
FARM MARKET 


| 


| 


weekly schedule of four 15-minute | 
news analyses. Broadcast time and 
days have not yet been determined, 
but a coast-to-coast NBC net will | 
carry the program. 


G. M. Extends List | 


General Motors Corporation has 
added 18 stations of the Canadian 
Broadcasting Corporation to its net- 
work for “Cheers From the Camps,” 
which made its bow on the air 
June 9. Originally scheduled to be 
aired over 116 CBS outlets on 
Tuesdays, 9:30 to 10:30 p. m., EWT, 
the addition of the Canadian sta- 
tions brings the total outlets up 
to 134. “Cheers From the Camps” 
will also be shortwaved to the AEF 
Saturdays from 7 to 8 a. m., EWT. 
Agency for the Canadian network 
is MacLaren Advertising Company, 
while Campbell-Ewald directs the 
account in this country. 


General Foods Renews 


General Foods Corporation has 
renewed “The Aldrich Family,” 
aired for Postum over 90 NBC sta- 
tions on Thursdays, 8:30 to 9 p. m., 
EWT, effective July 2. Young & 
Rubicam is the agency. 

Effective the same date, General 
Foods has renewed its contract for 
“Post Toasties Time,” which will 
star Fannie Brice, Frank Morgan 
and Meredith Wilson's orchestra. 
This is heard over 94 NBC stations 
from 8 to 8:30 p. m., EWT, on 
Thursdays. There will be no sum- 
mer vacation. Benton & Bowles is 
the agency. 


Cantor Signed Again 


Bristol-Myers Company has re- 
newed the Eddie Cantor program 
as of July 1 for Ipana and Sal 
Hepatica. The show  is_ heard 
Wednesdays from 9 to 9:30 p. m., 
EWT, over 86 NBC stations. Start- 
ing July 1, Cantor will vacation 
for 13 weeks and the sponsor will 
replace him with “Those We Love,” 


originating from NBC in Holly- 

wood. Young & Rubicam is the 

agency in the interim. 
Bristol-Myers has also renewed 


“Mr. District Attorney” as of July 
1 over 87 NBC stations from 9:30 
to 10 p. m., EWT, on Wednesdays 


Ist. 


industry center. 


2nd. 


3rd. 
time high. 


4th. 


Market. 


Represented by: STORY 


IMPORTANT REASONS WHY 
YOUR ADVERTISING LIST 
SHOULD BE HEADED BY... 


AKRON 


Because Akron is continually expanding as a war 


Because Akron's monthly employment reports show 
substantial increases. 


Because Akron's spendable income is at a new all- 


AND BEST OF ALL | 


Because you need only the Beacon Journal to reach 
all the buyers in the rich, free-spending Akron 


New York, Philadelphie, Chicago, Cleveland, Los Angeles, Atlanta 


taken off the air. 
“Road of Life” will retain the same | 
81-station lineup currently used by 
“The Bartons.” 


lines 


Commercial! Display 


JUNE ADVERTISING LINAGE IN FARM PAPERS 


Commercial! Display 


Including Poultry and Display Including Poultry and Display 
Livestock Advertising Livestock Advertisin: 
——1942——, -—1941—— 1942 1941 —1942——, -——1941——,.__ 1942 1941 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
Monthlies 1Michigan Farmer ..... 17.3 13,248 18.8 14,446 10,257 11,197 

American Poultry Missouri Farmer....... 6.3 4,940 7.1 5,591 4,940 5 
Journal: : ‘Missouri Ruralist ..... 13.2 10,033 13.2 10,000 7,808 9 
Eastern Edition . 13.8 5,909 11.8 5,044 3,708 3,213 | Montana Farmer ...... 15.9 12,021 17.9 13,513 11,279 12 
Central Edition i. wn 3,945 &.3 3.553 2,862 2,704} %Ohio Farmer ......... 14.9 11,405 22.2 17,036 10,572 15 i] 
Western Edition .... 8.2 3,518 6.6 2,813 2,751 2.440 | *Oregon Grange Bulletin 12.3 13,790 17.7 19,824 13,790 19.24 
tIn all 3 Editions 7.9 3,422 6.3 2,711 2,681 2,400 | *Pennsylvania Farmer.. 18.8 14,397 21.1 16,213 12,399 12..1% 

*Better Fruit .... re, | 2,910 9.5 4,011 2,910 4.080 1 HGR POFGROT . 2 cccccce 9.4 7,089 13.7 10,310 6.811 8.924 

Breeders’ Gazette . 13.5 6,063 10.4 4,664 3,294 3,265 | Western Farm Life.... 17.5 13,705 17.7 13,902 9,023 10 

California Citrograph.. 12.7 8.519 18.1 12,157 8,519 12,157 Se ee eo See era ee 

Capper's Farmer... 22.6 15,362 23.5 15,995 15,054 15,829 Petes GPGED .ccsceccs 190.5 153.956 233.6 189,752 135,152 169 

Country Gentleman..... 32.3 21,974 45.1 30,624 21,403 30,126 Bi-Weeklies—May 

*Electricity on The 1American Agriculturist 21.5 15,625 16.7 12,155 13,260 10.04) 
OR Sele gg x 2,945 7.5 2,677 2,945 2,677 |'Arizona Farmer ...... 16.4 12,431 22.6 17,048 12,431 17.048 

Farm and Ranch 12.7 9,565 15.4 11,665 8,722 10,548 | California Cultivator... 17.6 13,320 28.2 21,328 13,130 21 

Farm Journal & 'Dakota Farmer ....... 17.3 13,364 17.7 13,677 11,736 12 
Farmer's Wife 22.4 9,605 36.2 15,538 8,946 15,056 | *Farmer, The: 

*Florida Growers Mag 1.9 1,299 7.1 4,855 1,299 4,855 General Edition ..... 22.2 17,369 30.8 24,141 13,785 20 

*Hoosier Farmer, The 12.3 5,544 12.3 550 5,544 5,550 Local Edition ....... 25.4 19,885 36.9 28.991 16,105 25. \x¢ 

*Idaho Granger : + oe 6,960 5.0 », O84 6,960 5,964 |'Idaho Farmer ........ $38.3 9,958 18.8 14,184 9,958 14.184 

*Kentucky Farmers’ 5Nebraska Farmer .... 23.1 16,787 27.0 19,663 14,224 18 
Home Journal, : 6.3 4,980 5.2 4,152 4,180 3.527 | tAverage Four Editions 24.9 18,141 27.9 20,274 15,483 19 

*Michigan Farm News.. 2.5 4,998 1.6 3,283 4,998 3,283 | "New England 

National Livestock Homestead .......... 18.3 12,776 20.9 14,651 10,413 11 
Producer oa ——e a 2,838 3.8 2,752 2,838 2,752 | 5Oregon Farmer ....... 13.0 9,834 20.4 15,427 9,834 15 

Nation's Agriculture... 3.1 1,398 2.1 933 1,398 33) 5Pacific Rural Press: 

*New Jersey Farm & Northern Edition .... 28.3 21,406 38 28,753 20,563 28.152 
Garden . cat ape 15.7 7,060 14.9 6,705 », 846 », 362 Southern Edition .... 28.0 21,188 35.2 26,612 20,191 26,°%4 

*Ohio Farm Bureau tBoth Editions ...... 24.8 18,765 32 24,482 17,954 24 1 
News . 4.7 2,100 4.5 2,014 2,100 2,014] 5Prairie Farmer: 

Poultry Tribune: Ill. & Ind. Editions.. 18.3 13,294 25.5 18,550 12,009 IF 
Eastern Edition...... 13.9 5,997 13.5 », 795 3,639 4.019] 5Rural New Yorker.... 20.2) 15,805 20.4 15,964 10,600 1) 
Central Edition 9.9 4,260 9.7 4,151 2,947 2.331 |>5°Wallaces’ Farmer .... 28.4 22,283 29.6 23,209 16,374 1s 
Western Edition.. 8.2 3,490 8.6 3.706 2,624 3,215 | 'Washington Farmer .. 13.5 10,205 20.4 15,383 10,205 1 83 
Pacific Edition és 8.8 3,760 3,821 2,694 3,312 | 5Wisconsin Agriculturist 14.7 11,528 21.5 16,882 8,836 14 
tin all 4 Editions. 7.8 3.340 7.6 3,257 2,556 2,951 — ——io——r i” — 

Progressive Farmer Total Group .........339.3 257,058 430.6 326,618 223,654 29 
Carolina-Va. Edition 21.1 15,329 20.4 14,869 14,926 14,602 Weeklies—May es : 
Georgia-Ala, Edition.. 21.0 15,294 20.3 14,803 15,006 14,613] *Capper's Weekly ..... 5.3 11,852 4.8 10,812 6,798 R071 
Ky.-Tenn. Edition.... 20.1 14,598 19.5 14,178 14,417 14,048 | **Washington Grange ef : 
Miss.-La.-Ark. Edition 19.6 14,252 19.6 14,270 14,095 14,126 News .....-..++-+++- 22.6 24,420 16.0 17,376 24,420 17,376 
Texas Edition 21.1 15.382 21.5 15,683 14,936 15 248] *7Weekly Kansas City ire 
tin all 5 Editions.... 18.0 13,122 17.6 12,792 12,986 12,758 Star Missouri Edition 4.0 9,954 5.1 12,609 5,968 

Average 5 Editions. 20.6 14,971 20.3 14,761 14,676 14,527 _—_ SS = 

seathern “Agi iculturist 9.8 6,891 10.9 7.625 6,744 7,537 Total Group ......... 31.8 46,226 25.9 40,797 37,186 34 

Southern Planter .... 9.6 6.739 10.6 7,402 6,369 6.977 | Dailles—May 

Successful Farming . 25.9 11,653 36.0 16,211 11,22 15,958 | *Chicago Daily Drovers x 

- — arr —_—- DEES cicasaceiesss 19.2 40,940 23.8 50,628 21,870 

Total Group 408.4 245.101 448.4 267,463 225.898 253.252) *Kansas City Daily . » 92 ore 
~ Monthiies—May Drovers bag ss 17.1 36,427 21.6 46,016 23,056 
ric ‘r Grower. 0.4 4,722 15.9 7,143 4,722 7.143 | *Omaha Daily Journal - ' , 

ccna Annet n — . 8 3,622 4.9 8,752 3,568 3 752 Stockman teeta eens 12.4 26,453 22.7 48,206 13,497 36,734 

‘Farmer-Stockman ‘ 13.4 10,103 18.0 13,613 8,967 12,708 ‘ak hae . . 52449 18.3 39,146 18.535 1 

Wyoming Stockman re Posed Sligo vi ‘de = oh 5 
Pars. oS a ee eee | §6Tetal Group . _ 63.9 136,269 86.4 183,996 76,958 119 
Total Group Nass S20 TEES ORT SSeS _— *Figures furnished by publisher. 

ee iene id eon nae - total 
- eg lliaaia os ‘ — owae , wo issues both years 
News . 14.0 15,232 17.6 19,118 16,232 19,118 “Two issues 1942; four issues 1941 

*Dairyman’s League P ‘Two issues 1942; three issues 1941 
News ++ 5.3 3,825 6.5 4,723 3,594 4,333 ‘One issue 1942; two issues 1941. 

Hoard'’s Dairyman..... 19.6 14,244 28.7 20,907 11,456 18,899 ‘Three issues both years. 

Indiana Farmer's Guide 12.1 9.504 12.1 9,471 8,220 8,877 “Five issues both years 

‘Kansas Farmer ‘ 13.9 10,523 19.3 14,698 9,771 11,864 7Four issues both years. 


for Vitalis. 
agency. 


Pedlar & Ryan is the 


Kraft Renews Contract 


Kraft Cheese Company has re- 
newed “The Great Gildersleeve” 
over 68 NBC stations for another 44 
weeks, effective Aug. 30. The pro- 
gram is aired Sundays from 6:30 to 
7 p. m., EWT, for Parkay mar- 
garine. The present series ends on 
June 28 but will be resumed Aug. 
30. Needham, Louis & Brorby is 
the agency. 


P & G Shifts 


“Road of Life,” currently aired 
by Procter & Gamble on NBC for 


Chipso, will be sponsored by P &G’s 


Duz starting June 29, and its time 
shifted from 11:30-11:45 a. m., 
EWT, to 11-11:15 a.m. A five-year 
contract has been signed calling for 
the new permanent time spot, Mon- 


days through Fridays, on the NBC 
network. 


“The  Bartons,” now 
broadcast by P & G during the 
11-11:15 period for Duz, will be 
In its new spot, 


Under Chipso sponsorship, “Road 


of Life” has been transcribed from 
different 
times over some NBC stations, and | 


and broadcast at 


has had a repeat broadcast daily 


over CBS at 1:45 p. m. This will 


| 
| 
| 
| 


BROOKS & FINLEY 


‘ 


| be discontinued June 29, 
start of Duz sponsorship. 
| Advertising is the agency for Duz, 
|}and Pedlar & Ryan for Chipso. 


with the 
Compton 


Starts New Serial 


General Mills will launch “Lonely | 


Women” over 34 NBC stations as 
a five-a-week feature starting June 
29. The new dramatic serial will 


/be aired Mondays through Fridays 


at 2:15 to 2:30 p. m., EWT. Black- 


|ett-Sample-Hummert is the agency. 
imi broadcast will precede General 


KRON BEACON JOURNAL | 


Mills’ “Guiding Light,” now spon- 


sored at 2:30 to 2:45 p. m. by 
Wheaties. 


Worcester Adclub Elects 


Merton C. Flemings, Charles A. 
Esty Paper Company, Worcester, 


| Mass., has been elected president of 
\the Worcester 


Advertising Club. 
Other officers are Mary T. Holland, 
White & Bagley Company, first 
vice - president; Clayton Clark, 
Davis Press, second vice-president; 
J. Vincent Burns, Waite Hardware 
Company, secretary: and Leon H. 
Lawrence, treasurer. 


Monthly Farm 


Paper Volume Is 
Down 9.2 Per Cent 


New York, June 11.—June issues 
of monthly farm papers showed a 
linage decline of 9.2 per cent from 
the same month of 1941, according 
to an ADVERTISING AGE tabulation 
based on Publishers’ Information 
Bureau figures. Volume for June, 
1942, totaled 245,101 lines, against 
267,463 for the corresponding month 
last year. 

Reporting for May, four month- 
lies suffered a loss of 20.3 per cent, 
with 22,351 lines last month, com- 
pared with 28,074 during the same 
month a year ago. Semi-monthlies 
recorded a drop of 18.9 per cent in 
May, having carried 153,956 lines 
against 189,752 during May, 1941. 
| Bi-weeklies’ May volume of 257,- 
an represented a decline of 21.3 


per cent from last year’s 326,618. 
May weeklies showed up well, 
with a gain of 13.3 per cent over 
the same month a year ago. Last 
month this group’s volume totaled 
46,226 lines, compared with 40,797 
lines a year ago. Dailies lost 25.5 
per cent in May, with 136,269 lines 
against 183,996 for May, 1941. 


Named for Bond Drive 


Gordon Schonfarber & Associates, 
Providence, R. I., has been named 
to direct advertising for the war 
bond and stamp campaign by the 
retail trade board of the Providence 
Chamber of Commerce. 


THE HOTEL MONTHLY 


Published by JOHN WILLY, Inc. CHICAGO _ 


| 
| 


© 
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a 
Y 
S 


PRINTIN 


There are a large number of concerns that 
render one type of service and do it well... 


*x THE FAITHORN CORPORATION, 
however, renders THREE DISTINCT TYPES 


of service—ad-setting, engraving and 
printing—and does them ALL equally 
well—with less effort and less cost. 


FAITHORN CORPORATION | 


504 SHERMAN STREET ° 
Telephone WABash 7820 


|\_DAY AND NIGHT SERVICE—— 


CHICAGO 
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For reference data on these 


media consult the 


MARKET DATA BOOK: 


Advertising Distributors of America 
Afro-American Newspapers 
Amsterdam Star-News 

Atlanta Journal 


Big 4 Advertising Carriers 
Blum's Advertising Agency 
Boston Post 

Buffalo Evening News 


James T. Cassidy, Inc. 
Chicago Defender 
Chicago Herald-American 
Chicago Tribune 
Cincinnati Post 

Columbus Evening Dispatch 


Dayton Journal-Herald 

Des Moines Register and Tribune 
Detroit News 

John Donnelly & Sons 


Fact Finders Associates 
Fawcett Publications 

Fedder Advertising Distributors 
Fort Worth Star-Telegram 


Home Owners’ Catalogs 
Hospital Management 
Houston Chronicle 


Kansas City Call 

Kansas Farmer 

KDYL, Salt Lake City, Utah 
KFYO, Lubbock, Texas 
KGNC, Amarillo, Texas 
KIRO, Seattle, Washington 
KMA, Shenandoah, lowa 
KOMA, Oklahoma City, Okla. 
KRGV, Weslaco, Texas 

KSD, St. Louis, Mo. 

KSL, Salt Lake City, Utah 
KSTP, St. Paul-Minneapolis, Minn. 
KTSA, San Antonio, Texas 
KTUL, Tulsa, Okla. 


Don Lee Network 
Louisville Defender 


Media Records 

Michigan Advertising Distributing Co. 
Milwaukee Transportation Advertising 
Minneapolis Star Journal and Tribune 
Missouri Ruralist 

Moline Dispatch 

Molton Distributing Co. 

Murray and Malone Co. 


Nashville Tennessean and Banner 
Nassau Daily Review Star 
National Broadcasting Co. 
National Transitads 

New Haven Register 

Norfolk Journal & Guide 


Peoria Journal-Transcript 
Philadelphia Tribune 

Pittsburgh Courier 

Pittsburgh Sun-Telegraph 
Popular Mechanics 

Portland Journal, Portland, Ore. 
Publicity Distributing Co. 


Rock Island Argus 


St. Louis Globe-Democrat 
San Antonio Express and Evening News 
Scripps-Howard Newspapers 


This Week 

Topeka Daily Capital 

Topeka State Journal 
Transportation Advertisers Inc. 
Triple A Advertising Carriers 


Ueber and Sons Advertising Agency 
United Advertising Corp. 


WAVE, Louisville, Ky. 
WBEN, Buffalo, N. Y. 
WCOP, Boston, Mass. 
WFBL, Syracuse, N. Y. 
WEBR, Baltimore, Md. 
WFIL, Philadelphia, Pa. 
WHAM, Rochester, N. Y. 
WHBF, Moline-Rock Island, Ill. 
WHP, Harrisburg, Pa. 
WIBW, Topeka, Kansas 
WKNE, Keene, N. H. 
WLAW, Lawrence, Mass. 
WMC, Memphis, Tenn. 
WNBC, Hartford, Conn. 
WORL, Boston, Mass. 
WPEN, Philadelphia, Pa. 
WPTF, Raleigh, N. C. 
WSYR, Syracuse, N. Y. 
WTAG, Worcester, Mass. 
WTRY, Troy, N. Y. 


Look it up in the 
Market Data Book! 


Here’s What 


Munsingwear, Inc. 


Thinks About 


The Market Data Book! 


The more carefully an advertiser charts his markets 
and his sales program, the more useful does he find the 
Market Data Book. Here, at his finger tips, he can 
locate all available information on all consumer mar- 
kets, all over the country. The figures are official and 
authoritative—a reliable basis for establishing specific 
sales and advertising procedures. 


That is why successful merchan- 
disers like Munsingwear, Inc., are 
so enthusiastic about it. Their 
line of underwear, foundation gar- 
ments and hosiery has been ex- 
panded rapidly, and their market- 
ing job is carrying them into 
studies of every consumer market 
in the country. When they refer 
to a source book for market in- 
formation, they want facts! 


R. T. Challman, director of ad- 
vertising and sales promotion of 
Munsingwear, Inc.. knows the 
value of the Market Data Book 
from constant use of its 479 pages 
of facts, figures, charts, tables, 
maps and other practical informa- R 
tion with which it is jam-packed. 

Here’s his comment on how it fits into Munsingwear 
marketing operations: 


“The 1942 edition of the Market Data Book is an im- 
provement over previous issues. It contains in one 
compact binder all of the necessary figures from which 
to develop an intelligent picture of the market situation 
and the buying power index. 

“From this material one can ascertain sufficiently 
accurate figures on which to base salesmen’s quotas and 
guide sales managers in improving their sales volume 
through intelligently directed effort. 

“We have found the book materially advantageous in 
our development program, making use of it in connec- 
tion with government statistics, university statistical 
assistance and buying power indexes.” 

While the Market Data Book is of tremendous value 
to advertising and research executives, it’s interesting to 


. T. CHALLMAN 


note the emphasis Mr. Challman has placed on_ its 
value to sales departments. This recalls the comment 
of the sales manager of a well-known soap company, 
who told us recently that he had “swiped” the book 
from the advertising department and refused to return 
it. because it is his guide in setting up sales territories, 
sales quotas and other essential 
sales controls. He insists he just 
can't do business without it! 


Here's another important fea- 
ture which makes this book, rated 
as “standard equipment” by na- 
tional advertisers and their <¢en- 
cies, so useful. Media representa- 
tion consists not of “ads”, but of 
factual reference data, giving the 
user an opportunity to study avail- 
able advertising coverage of the 
markets which are deseribed in 
the accompanying text. 


Copy filed by media in the Mar- 
ket Data Book is based on speci- 
fications set up by advertisers and 
agency executives, who told us ex- 
actly what they want to know 
when they are studying markets 
and media. Henee media information filed in the Mar- 
ket Data Book is not like current promotion, but repre- 
sents brasstacks information on circulation, market 
coverage, editorial and merchandising services, adver- 
tising results stories, comparative costs and other data 
the busy executive wants to have when he is fitting ad- 
vertising media to a definite marketing pregram. 


The Market Data Book is a proven time-saver for the 
national advertiser and his agency—combining in one 
standard reference work all the information which 
otherwise could be obtained only by referring to a 
dozen or more sources. Make sure that all those who 
have to study markets and media in your organization 
are thoroughly familiar with the tremendous time-sav- 
ing value of the Market Data Book. It’s standard equip- 
ment in the busy office which has to work with facts 
and figures. 


THE MARKET DATA BOOK 


Published by Advertising Publications, Inc., publishers of Advertising Age and Industrial Marketing. 


NEW YORK 
330 W. 42nd St. 


CHICAGO 
100 E, Ohio St. 


LOS ANGELES 
Simpson-Reilly, Ltd. 
Garfield Bldg. 


SAN FRANCISCO 
Simpson-Reilly, Ltd. 
Russ Bldg. 
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Grocers Condemn 
‘Snoopers’ Asked 
for Price Control 


(Continued from Page 1) 
of new federal employes,” the reso- 
lution concluded, “thereby evi- 
dences his lack of faith in the hon- 


esty and patriotism of thousands of | 


his constituents, this association re- 
spectfully requests that Congress 
refuse to grant the appropriation 
requested.” 


Blast Sales Tax 


The vehemence with which the 
attack on the OPA was pressed 


. | 
home was in sharp contrast to the 


mood of the association the preced- 
ing day, when the grocers reversed 
their board of directors by tabling 
a resolution calling for a federal 
sales tax. In a turbulent meeting 


which would have done credit to| 


many a state legislature, grocers 
rushed to the microphones on the 


assembly floor to relieve themselves | 
of various sentiments regarding the | 


sales tax. The storm started after 
Gerrit Vander Hooning, consultant 
to the food branch of WPB, former 
president of the association and 


board member, candidly urged the. 


passage of the resolution because 
he would “rather be a _ collector 
than a payer of taxes.”’ He had pre- 
viously reported that a higher in- 
come tax was an alternative to a 
sales tax. 

The delegates felt differently, and 
found expression in the words of 
Al V. Hokanson of Porter, Ind. Said 
Mr. Hokanson: “I don’t want to go 
home and tell my customers we did 
a good job in Chicago—we asked 
the government to pass a three per 
cent sales tax.”” On Mr. Hokanson’s 
motion, the resolution was tabled 
indefinitely by a vote of 144 to 5. 


Other resolutions passed by the) 


grocers urged the Office of Defense 
Transportation to permit retailers 
who have curtailed deliveries by 
50 per cent or more to acquire 
retreaded tires; called for the 
appointment of “more men of suc- 
cessful business experience to im- 
portant, key posts” in the OPA and 
other governmental agencies; re- 
quested the government to effect an 
immediate retrenchment on all 
expenses not necessary to the war 
effort; urged freezing of wages and 
farm prices; recommended that na- 
tion-wide rationing of gasoline be 
deferred until some “outstanding 
and disinterested private citizen” 
reported on the necessity for con- 
servation and the status of the rub- 
ber supply; vowed loyalty to Presi- 
dent Roosevelt; and commended 
Congress for reasserting itself as a 
branch of government. 


Henderson Misses Rebuff 


Price Administrator Leon Hen- 
derson was slated to speak before 
the convention, but was prevented 
by the necessity of putting in an 
appearance before the Congres- 
sional committee examining OPA’s 
coming appropriation. In his place 
appeared Hector Lazo, chief of the 
trade relations branch of OPA, who 
apparently bore the brunt of 
NARGUS’ resolution urging that 
OPA’s personnel appropriation be 
disallowed 

Paradoxically, Mr. Lazo who 
before joining the OPA had been 
president of Corporate Food Dis- 
tributors of America and a well- 
known figure in grocery trade cir- 
cles—was the outstanding speaker 
of the convention, drew the most 
applause, drew the approbation of 
the grocers toward OPA’s aims, and 
heard, only a little later, the fateful 
resolution passed with few dissent- 
ing voices. 

Mr. Lazo read Mr. Henderson's 
speech to the convention, in which 
the Price Administrator expressed 
his pleasure because the convention 
had previously passed a resolution 
asking for “ceilings” on wages and 
farm prices. Mr. Henderson's speech 
endorsed _stabilizatidn of wages 
rather than freezing because, it 


said, there still existed a sizeable 
segment of wages in America which 
are sub-standard. 


Mr. Lazo attacked the apparently 


prevalent concept of “crackpots in 
government circles” by asserting 
that there is “not a single profes- 
sional reformer in Washington, nor 
one deliberately intending to drive 
anyone out of business.” If there 
is some predominance of theorists 
in relation to experienced business 
men, he implied, it is due to the 
tardy volunteering of business men 
for government work, and reluc- 
tance to give up private operations. 


Sketches Post-war Aims 


Some 62 per cent of the country’s 
| workers will be employed in war 
| work by the end of 1942, Mr. Lazo 
jsaid, and asserted that the govern- 


|ment did not intend to let 62 out) 
|of every 100 workers in the country | 
}return to bread lines at the end of | 


the war. “If this be New Deal 
crackpotism,” he challenged, ‘“‘make 
the most of it.” The coming inven- 
tory controls are operated, accord- 
ing to Mr. Lazo, to protect small 
|business from its giant competitors 
|'who have the capital to make huge 


ADVERTISING AGE 


retail price ceilings will help in get- 
ting the public’s support for stabil- 
|izing other factors in the price pic- 
ture, he said. 

In referring to the soap situation, 
the OPA aide reported that hereto- 
fore 53 per cent of the wholesalers 
have had trouble in handling soaps, 
and that 19 per cent of retailers 
have also had trouble. This 19 per 
cent, however, accounts for 43 per 
cent of the soap sales. In this 
group, 15 per cent had handled soap 
at a profit, 60 per cent had either 
broken even or lost on soap trans- 
actions. He praised soap manufac- 
turers who, he said, “came around 
voluntarily to work out the prob- 
lem.” 

In company with A. C. Hoffman, 
price executive, food and_ food 


products section, OPA, who also} 
| addressed the convention but spent | 


| most of his speech in explaining the 
general maximum price order and 
|current or contemplated rollbacks, 
Mr. Lazo answered various ques- 
‘tions from the floor. In answer to 


policy, Mr. Lazo quoted Leon Hen- 
derson to the effect that “we have 
/no crackdown policy, nor will we 
}use it until every retailer knows 
what is required of him.’ He added 
| that if and when persistent viola- 
tors “insist on defying the United 
States government,’ then legal 
measures would be taken. 

J. M. Sinclair, food director, 
Wholesale Trade Administration, 
Canadian Wartime Prices’ and 
Trade Board, told the convention 
| that the most difficult part of price 
;control lies ahead for both Canada 
and this country because controls 
‘are predicated on a brisk business 
situation. Should goods become 
scarce and business fall off, the 
situation would be much more diffi- 
cult, he said. Speaking of adver- 
tising, he said that Canadians were 
advised to eliminate “special” and 
|““‘price advertising” copy. ‘We are 
jnot cutting out advertising,” the 
|Canadian executive said, “we are 
‘rather stressing institutional and 


patriotic advertising, suggesting 


: | a. iat ‘ 
advance purchases. The present|one regarding OPA’s’_ punitive| goods of which we have abundant 


stocks, etc.” 

One of the most interesting rv!|- 
backs uncovered in Mr. Hoffman's 
speech was that negotiated with : ¢ 
meat packers, who had previou.ly 
felt justified in charging the hi: »- 
est price they had _ received— 9 
matter for what small amount— or 
beef in March. Under a rollb ck 
agreement, the ceiling was set no 
higher than the lowest price at 
| which the packers sold 30 per cont 
of each grade of beef during ‘he 
last two weeks in March. 

As usual, food manufactu ors 
had many colorful displays, and he 
NARGUS trade show was on a «ar 
with that of former years, ¢ en 
though many booths explained °* jat 
the products advertised were 0 
longer generally available. S» ift 
& Co.'s Sunbrite cleanser bo: ‘h. 
which had previously offered to ‘et 
the grocers send telegrams to ¢! cir 
wives at home, had the follow ng 
sign: “Sorry, No ‘Wire the W fe’ 
This Year. Telegraph wires are 
needed for defense.” 


Soon the Blue’s revised New England station line-up 
will go into action. It’s planned on two principles that 


are important to you, both budget-wise and sales-wise. 


1. STATION POWER FITS BUYING POWER. 


Station power costs money. Your money. It should 
be used freely only where purchasing power is con- 
centrated. It should be used sparingly where buyers 


for your produce 


That’s why, in revising our New England network, 
we were careful to match kilowatts and customers. 
The result is a power-pattern that conforms closely, 
and economically, to the contours of New England’s 


buying map... and without costly excess coverage. 


t are few. 


aa 


Here’s our Revised 
Eight-Station 

New England Line-up 

to cover ‘Yankee Land” 
with Yankee thriftiness ... 


2. LOCAL INTEREST ADDS TO NETWORK INTEREST. 


We wanted local station liveness to add to the live- 


ness of the fast-growing Blue. And we got it. Some- 


time soon we'd like to give you the home-town popu- 


larity facts about these eight Blue stations in New 


tising investment. 


England. They're worth knowing. For they reflect 


local interest that pays extra interest on your adver- 


Does this kind of realistic radio thinking make sense 


to you? Then why not 


call in your Blue salesman? 


In a very few minutes of your time, he can show you 
how in New England and throughout the nation, the 
Blue delivers more listeners per dollar. The Blue 


Network. A Radio Corporation of America Service. 
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Radio officials of the Office of 
Censorship are huddling with net- 
work and station executives over 
proposed changes in the broadcast- 
ers’ censorship code. Radio men 
have complained that the present 
set-up allows newspapers to scoop 
stations with which they compete, 
because some news is specifically 
barred from the air but permitted 
in print. A full-scale revision of 
the radio code, granting some relief 
to broadcasters, is due for adoption 
within a few weeks unless Army 
ind Navy chiefs turn thumbs down. 

* aK ue 

Establishment of a Food Re-| 
quirements Committee within the 
War Production Board did not com- 
pletely please anyone. It falls far 
short of meeting the specifications 
of any of the proposed forms of an 
over-all organization. Department 
of Agriculture sought complete con- | 


_The Listening Post 


trol but had to be satisfied with the 
selection of Secretary Wickard as 
committee chairman. The food in- 
dustry wanted a separate agency, a 
real War Food Administration with 
all the responsibility that helped 
make Herbert Hoover famous in the 
last war. Industry’s choice for 
boss was Clarence Francis of Gen- 
eral Foods. The committee arrange- 
ment does little to alter the pre- 
viously existing situation, since its 


| decision will be subject to WPB ap- 


proval and OPA will handle food 
rationing at the consumer level 


|when that becomes necessary on a 


wider scale. 
a % * 

Publication in a daily business 
newspaper of a report that the Bu- 
reau of Internal Revenue would 
give advisory rulings as to deducti- 
bility of advertising expenditures 
and other business costs is giving 


Bureau officials a headache. Not 
only is the report false but officials 
themselves don’t know yet just how 
they will apply in individual cases 
the broad policy laid down by Sec- 
retary Morgenthau. They confess 
they don’t know whether they 
would grant deductions in the case 
of a company 100 per cent in war 
work and without anything to sell 
the public, but which spent 90 per 
cent of its former budget for pro- 
motion. A further refinement of 
Treasury policy may be necessary 
before long, but Treasury officials 
are understandably reluctant to go 
on record with a firm and iron-clad 
statement, for fear its issuance 
might lead to abuses. 


ca a ba 


Listening Post reported recently 
that one Elliot Simpson, New York 
independent rubber dealer, was set- 
ting a record for appearances 
before Congressional investigating 
committees to blast the “Big Four 
and One-Half” of the rubber indus- 
try. Now the industrious Mr. Simp- 


son has another feather in his cap. 
Not only did he convince the House 
committee on coinage, weights and 
measures that it should follow the 
handful of others and also look into 
the rubber shortage, but he got 
himself a job as counsel to a spe- 
cial subcommittee of the 
committee, established to investi- 
gate the entire rubber shortage. 
What a committee supposed to deal 
with coinage, weights and measures 
is doing dabbling in rubber is 
almost as big a mystery as how 
Counsel Simpson can substantiate 
his charge that the rubber shortage 
is a “myth.” 
x * 


coinage 


Office of Defense Transportation's 
division of traffic movement is ex- 
pected to issue within a matter of 
days a statement of policy on the 
controversial subject of conven- 
tions. The statement will not im- 
pose an arbitrary ban on meetings 
of trade and other groups, but will 
make it clear that ODT opposes the 
holding of conventions unless abso- 


250 watts 
Dial 1400 


WSPR, Springfield 
500 watts 
Dial 1270 


WSRR, Stamford 


WMUR, Manchester 


500 watts (day) 
Dial 610 


WNBC, Hartford 
5000 watts 
Dial 1410 


WNAB, Bridgeport 


250 watts 


Dial 1450 


. 1000 watts (night) 


: WELI, New Haven 

900 watts (night) 

1000 watts (day) 
Dial 960 ~ 


BERETA. 


WHDH, Boston 
5000 watts 
Dial 850 


ition of 


lutely necessary. It may even go 
so far as to suggest that it would 
be unpatriotic to go ahead with 
plans for some scheduled meetings. 
While OPA and WPB officials may 
not say so publicly, they regard 
many trade gatherings as vital to 
the success of the war effort. The 
fact that busy officials of every war 
agency take time off to speak at 
many important conventions attests 
to their opinion of the value of get- 
ting leaders of all groups together 
at trade gatherings. 
* * & 

The Army and Navy set up price 
adjustment boards last April to 
head off excess profits legislation. 
Then Congress added a rider to an 
appropriations bill directing the 
Secretaries of War and Navy to 
review existing contracts and insti- 
tute re-negotiation proceedings 
when found necessary. This was 
construed by the Army at least as 
a directive to look into all prime 
and sub-contracts, and it is ex- 
pected that regional offices. will 
soon be set up for that purpose. 
Meanwhile, final re - negotiation in 
cases of flagrant abuses necessarily 
awaits some concrete indication of 
what the tax rate will be. 


‘Blank Check’ 
Orders Are Out, 
WPB Officials Say 


Washington, D. C., June 11.—To 
thwart “blank check” orders of 
scarce metals and other vital mate- 
rials, the War Production § an- 
nounced this week a new over-all 
plan for greater control over the 
distribution and use of these sup- 
plies. 

The priorities system developed 
last year as a means of giving pref- 
erence to defense orders no longer 
provides adequate control, a formal 
WPB statement said, and although 
the new plan does not supplant the 
priorities set-up it is expected to be 
a decided improvement. The regu- 
lation provides for establishing 
definite quantitative limits to the 
acquisition of metals and_ other 
scarce materials by any company or 
person using more than _ $5,000 
worth of these supplies in a calen- 
dar quarter. 

The requirements committee of 
WPB, headed by William L. Batt, 
is charged with the duty of estab- 
lishing policies for the distribu- 
scarce materials on the 
basis of statements of direct war 
requirements and essential civilian 
needs. Within these policy limits, 
the Bureau of Priorities will deter- 


|/mine the maximum quantities of 


scarce materials which may _ be 
acquired by each company required 
to qualify under the plan in each 
three-month period starting July 1. 

“The basic instrument which will 
be used in this quarterly apportion- 
ment of materials to individual 
companies,” said the announcement, 
“is the Production Requirements 
Plan. It should be emphasized, 
however, that the plan will no 
longer be a mechanism for the 
assignment of preference ratings to 
each applicant on the basis of the 
rated orders the applicant has on 
his books. The emphasis from now 
on will be on the end use of mate- 
rials rather than on_ preference 
ratings.” 

Manufacturers henceforth will be 
required to make quarterly reports 
to WPB on material obtained, the 
amount actually used, their actual 
inventory, and estimated needs for 
the next quarter. Allocations will 
be based on these reports, officials 
said. 


Ad Bulbs Banned 


Manufacture of electric lights for 
advertising, Christmas trees, deco- 
rations or displays has been ordered 
halted at once by the War Produc- 
tion Board, in order to conserve 
scarce metals. Use of critical ma- 
terials to make ordinary light bulbs 
was also restricted by WPB, but 
the effect is expected to be an in- 
crease in total output through use 
of substitute metals. 


Sterling Appoints Brown 
Sterling Insurance Company, 

Chicago, has appointed E. H. Brown 

Advertising Agency, Chicago, to di- 


rect advertising. 
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June 15, 194° 


Newspapers, Spot 
Radio to Promote 
Soldier's Book 


New York, June 9.—A new gift 
for men in the armed forces made 
its appearance this week in the form 
of the “Soldier’s Souvenir Handy- 
book,” published by Martin J. Pol- 
lak, Inc. The cover of the diary- 
handbook is imprinted with the 
name and rank of the soldier, and 


price is donated to the USO. 

First advertising for the volume 
has already appeared in the New 
York News and New York Times, 
and it is planned to follow these in- 
sertions with 
spots and station breaks, with the 


first of them over Station WINS 
this week. 
The book contains 260 pages, 


khaki bound, including 68 pages of 
official army material and _ 192 
pages for personal records and 
diary entries. Data in the book re- 
lates to uniform care, military cour- 
etc. Emil Mogul Company is the 
agency. 


Kitchen Magic Campaigns 


Seeman Brothers’ ffirst _full- 
fledged campaign for its Pique 
Kitchen Magic was launched re- 


cently in 12 dailies covering New 
York and seven metropolitan Con- 
necticut and New Jersey centers. 
Insertions are also appearing in 
Sunday magazine sections of the 
New York Herald Tribune, Mirror, 
News and Times Magazine. Copy 
offers 138 prizes, including a first 
prize of $1,000, for the best answers 
to “What is the magic of Pique 
Kitchen Magic?” J. D. Tarcher & 
Co., New York, is the agency. 


The F.T.C. Said “NO” 


. . to the use of 1.000 words, 
terms, expressions relating to 
status: official or 


semi-official en- 
dorsement; medici- 
nal qualities; 


“Verboten”™ 


; 
origin; composi- Dictionary =; 
tion; price and 

terms of sale; qual- tanto 

ity; quantity; tes- 

timonials; tests 5% x 8% in. 
and comparisons. 32 pages 
Harry Hibsehman tells in this 


book how you can or cannot use 
these expressions. Listed alpha- 
betically for rapid finding. 
Check your copy against this 
book—order copies at $1.00 each 
for your staff today! 


Send copies of the 


“Verboten” Dictionary. $.......... 


me 


enclosed. 
RL rr re eee re ye 


Company 


Address 


Book DEPARTMENT 


ADVERTISING PUBLICATIONS, INC. 


100 E. OHIo ST., CHICAGO 


10 per cent of the dollar purchase | 


five-minute musical | 


tesy, sanitation and safety, first aid, | 


New CBS Discounts 
rome 9 Use of 
| 


Complete Network 


(Continued from Page 1) 


| vertisers who purchase large num. | 
| bers of stations. 
Only one CBS advertiser, General | 
Motors, now uses all 115 stations on 
| the network. Coca-Cola used 113. 
|R. J. Reynolds, Philip Morris, Lig- 
gett & Myers, and American To- 
/bacco use from 96 to 105. 
The Blue Network introduced its 
|so-called “Blue plate” discounts to 
/encourage wider use of affiliated 
stations in October, 1938, and Mu- 
tual announced a volume incentive 
plan offering discounts up to 50 per 
|cent to advertisers using more than 
'80 stations in 1940. 


| 


Claims Better Service 
| In justifying the reduction of five 
|per cent in weekly “station hour” 
|discounts, in effect an increase of 
\six per cent in net cost to most ad- 
vertisers, CBS pointed to power in- 
creases, transmission efficiency in- 
creases, and an increase from seven 
to 20 in the number of 50-kilowatt 
stations since the days when the 
basic network discount structure | 
|was developed. 

The trend, according to CBS, has 

lowered the cost per thousand radio 
listeners for large stations located 
in large markets, without parallel 
reductions in the cost per thou- 
sand listeners for the smaller sta- 
tions, despite their greater intensi- | 
fied local coverage. 
| Thus increases in network bill- 
| ings have largely been concentrated 
on the larger stations and in the 
larger markets. The new plan, 
CBS explains, will enable a 70-sta- 
|tion advertiser to buy 45 extra sta- 
tions at less than 45 cents on the| 
dollar of their card rates. An 80- | 
station advertiser can buy 35 extra 
stations at less than 25 cents on the | 
dollar, and a 90-station advertiser | 
will in most cases get 25 additional | 
stations at no cost, if not a rebate. | 
|The advertiser now using 115 sta- 
tions will receive the equivalent of | 
a nine per cent reduction in his net | 
cost. 
“Under this plan, the quality of 
|program service to millions of list- 
;eners in market areas of less than 
| half a million and their adjoining 
| territories will be vastly increased,” 
| states the CBS announcement. “The 
smaller radio station—the little fel- 
|low —can become as strong and 
thriving as the larger stations in 
|major markets — with resources for 
jrendering a constantly improving 
| public service in his local pro- 
| grams.” 

The plan for earmarking the first 
two per cent of network discounts | 
as a cash discount was proposed by | 
the Four A’s and the ANA in an) 
effort to reward prompt payment | 
and stabilize credit conditions in 
the advertising industry. 


| 
| 
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T NORTH STATE - CHICAGO, ILL. 


Pacific Coast 
Group Elects | 


| the 


| launched 


AT SESSION 


ee | s 


Among leaders at the third annual meet- 
ing of the Pacific Coast Division, Bureau 


of Advertising, ANPA, June 2 were 
(left to right) Norman Chandler, presi- 
dent and general manager, Los Angeles 
Times, elected to the board of directors; 
Roy A. Brown, publisher, San Rafael 
Independent, reelected president of the 
division; and H. C. Bernsten, general 
manager. 


Brown President 


San Francisco, June 9.—Roy A. 
Brown, publisher of the San Rafael | 
Independent, was reelected presi- | 
dent of the Pacific Coast Division, 
Bureau of Advertising, ANPA, at | 
its third annual meeting held at the 
Palace Hotel here June 2. 

S. R. Winch, business manager of | 
Portland Journal, was named 
first vice-president; Morris A. 
Penter, publisher, Oakland Post- 
Enquirer, second vice - president; 
Charles W. Paddock, business man- 
ager of the Long Beach Press-Tele- 
gram and Sun, secretary; and J. L. 
Cauthorn, president, San Francisco 
News, treasurer. The board of 
directors for the ensuing year in- 
cludes Norman Chandler, president 
and general manager, Los Angeles 
Times; Mr. Cauthorn; Mr. Paddock; 
Frank Jenkins, publisher, Klamath 
Herald and News; and Mr. Penter. | 

Mr. Chandler continues as chair- 
man of the advisory board for} 
1942-43. H. C. Bernsten is general 
manager of the Pacific Coast divi- | 
sion, 


Firestone Starts 
Multi-Line Drive 
in 3,200 Papers 


Akron, O., June 11.—Following 
up its initial advertising to dealers 
and the farm market, Firestone 
Tire & Rubber Company has| 
full-scale promotion in 
newspapers of its widely diversified 
line of supplies for home, garden, 
farm and recreation. 

The company plans to campaign 
during the early summer months in | 
3,200 papers with the opening copy, 
some in color, ranging from four 
columns to a full page. Headlined 
“Firestone Victory Values,” the 
advertisement tells prospects that 
the company stores and dealers 
have set price ceilings “far below” 
government regulations on many 
high quality products. Illustrations 
are included of such items as auto 


radios and _ accessories, kitchen 
utensils, luggage, garden imple- 
ments, auto seat covers and—for 


those who can qualify—Firestone 
tires and tubes that once provided 
the bulk of the business. Names of 
the various Firestone stores and 
dealers are listed at the bottuin of 
the ad. 

Firestone is engaged in the pro- 


duction of a wide range of war)! 
materials, but its management has | 
been among the first in the industry | 


to safeguard the welfare of its 
hard-pressed dealers and stores by 
supplying them with new types of 
merchandise on which there are no 
rationing or freezing rules. 


Joins ‘Young America’ 
George Rumage, former advertis- 
ing manager of Instructor Maga- 


zine, has been appointed advertis- | 


ing and sales promotion director of 
Young America, succeeding John 
Escher, who has been called to duty 
as a lieutenant in the U. S. Naval 
Reserve. 


las sales promotion manager of the | at current cost 


ET lve stisi 
Market 


The rates for this department are as follows: 

“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 8 in, 
$4.75 per inch. 


and 
Terms 


HELP WANTED 


; - ae HELP WANTED | 
SIGN AND DISPLAY MEN—To han-| anTisT—Creative, versatile, speed, 
dle diversified line of signs and dis-| 41) mediums; capable smart visua.- 
plays in glass, wood, card board,| finished art; work-space arrangem: 
plastic and composition board. Prefer) with small recognized agency 
those able to make own drawings and | pox PET "ERTISING im ON 
; ; | 4 : IVE SING Gk 
sketches, suitable to silkscreen proc- | mae Se + ae ve =e aa — 7m 
essing. Exclusive territory and liberal | tar iabtiaiiecdiiaah Win ki, meanitiadien 
commission rates. Address POSITIONS WANTED 
Dura-Products Mfg. Co. ” aa: aa peer —y 
Canton, Ohio ART DIRECTOR—LAYOUT MA\ 


Radio Director Draft exempt—20 years exp. Ex: 
Exp. with major agency in central-| lent at finishes—lettering—retoucl 
west on pkg. goods accounts, $12,000|—ete. Knowledge _ of productio 
RADIO TIME SALES—network or| Agency experience. Industrial or cd: 
rep. exp. Open | store preferred. 


COPYWRITER—Major agey. exp. $6-| Box 3708, ADVERTISING AGE, C 
7500 — - 
MAGAZINE SPACE SALES — young. Art and Production Director availatje 
Some exp. $2100 after many years experience on s 


COPYWRITER — book-publisher exp.| of the largest national accounts 
preferred. $2100 one of the leading 4A agencies. |) 
ASS’T EDITOR—25-35 years trade|exempt. Moderate salary. 
magazine. $1800. Box 3707, ADVERTISING AGE, ¢ 
No obligation to register - : 
Fred Masterson | ARTIST—lady good at lettering, : 
Sinclair-Masterson Personnel chandise drawings, fashion and ca 
310 S. Michigan Ave.—Suite 1749 designs, ete., Miss G. Howard, | 
Chicago—HAR. 6003 Newburg Ave., Chicago—NEW. 1 
C. H. HANDERSON Women’s Wear 
Cleveland, June 9. — Clarence 


Henry Handerson, 53, one of Cleve- 


land’s best known advertising men, Price Set-Up 
died at his home in Stuart, Fla., Breaks Ceiling 


June 8. | 

Mr. Handerson joined Fuller &| Washington, D. C., June 11.—The 
Smith & Ross, Cleveland, following | first serious breach in the over-all 
his graduation from Western Re-/|price ceiling structure, announced 
serve University, and later served | yesterday by the OPA, under which 
as advertising manager of the|fall and winter women’s and chil- 
Cleveland Twist Drill Company; |dren’s outer garments will be priced 
plus last 


years 
Union Trust Company; as_ sales|markup, today brought smiles of 
manager of the Bigelow-Sanford | relief to the faces of women’s gar- 
Carpet Company, New York; as a}ment manufacturers, and an antici- 
member of the Cleveland  staff|patory ray of hope to men’s cloth- 
of McCann-Erickson, Inc., and as|ing manufacturers. Although the 
director of publicity and trade ex-| latest OPA edict applies exclusively 
pansion activities for the Cleveland|to women’s garments, the men’s 
Chamber of Commerce. He is a/clothing manufacturers generally 
past president of the national | viewed the ruling as a possible pre- 
Financial Advertisers Association. |lude to a similar one which would 


nine apply to them. 

E. L. HAYES 

San Jose, Cal., June 9.—E. L. 
Hayes, 87, co-publisher of the San| Previously, the women’s garment 
Jose Mercury Herald, died June 2 industry was handcuffed under 
from complications developing from °Tders which fixed the maximum 
a fractured hip. prices of garments as those which 

Mr. Hayes and his brother, J. 0.) Were charged for “substantially 
Hayes, purchased the San Jose equal workmanship and quality 


Solves Price Problem 


‘Herald in 1900 and the next year|@uring a base period of July 1 


through Sept. 30, 1941. Manutac- 


combined it with the San Jose Mer- 


cury. turers contended that it was im- 
: a possible to operate under these 
WEI |prices, and that if they were 
MILTON NBERG ‘ |}adhered to it would mean that in a 
Los Angeles, June 9.— Milton 


‘ : |substantial percentage of 
Weinberg, co-owner of the Milton | women’s garments would have to 
Weinberg Advertising Company,|pe sold by manufacturers at prices 
|died here June 4 following a heart | 


cases, 


actually below the cost of produc- 
j;attack. He was 38. tion. 
| Mr. Weinberg and his brother, | Under the new regulations, most, 


| Bernard, founded the Los Angeles | jr not all of subsequent 
agency 19 years ago. He is sur-| creases have been taken care of, 
vived by his widow and a daughter. |.4q the margin of profit remains 
ee unchanged, so that operation pre- 
EDWARD B. BROPHY sents no particular price problem 
| Cincinnati, O., June 9. — Edward | now, except in isolated instances. 
. Brophy, head of the Brophy Ad-| The change in the regulations, how- 
vertising Company, died of a heart ever, is certain to be reflected in 
attack on May 25. He was 60 years | higher retail prices on fall lin¢ 
| old. In some quarters, the womens 
garment announcement was viewed 


| i as of special significance because 1 
| Mathes Again Gets N. Y. |marks the first serious deflection 


‘State Milk Campaign ‘from the OPA’s oft-repeated asser- 


New York State Bureau of Milk/tion that, whatever else it n ight 
| Publicity has awarded the contract/do, it would not permit ceiling 
for its 1942-43 state milk advertis-| prices to be raised at the retail 


level. 


cost in- 


|ing campaign to J. M. Mathes, New 
York, for the seventh consecutive 
year. 

| The appropriation for this year’s 
drive is $300,000, largest part of | 
which will be spent in newspapers | 
covering important consuming cen-| 
ters. Cost of the campaign is borne 
by the dairy industry and the pro- 
gram is under the direction of the 
Department of Agriculture and 
Markets. 


— 


GETA GOOD 
NIGHTS SLEEP AT 


motes Ibennox 


AIR-CONDITIONED 


FOR A GOOD 
DAYS WORK IN 


ST. LOUIS 


OMPLETELY Rates faom $3 


MONTREAL 


TORONTO 


WINNIPEG 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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ADVERTISING AGE 37 
Advertising in the Test Stage _FORE-RUNNER AND HEINZ FOLLOW-UP ey ak te tame gue. Wendie 


Heinz, Eager for 
New Lines fo Sell, 
Tests Soap Product 


New York, June 10.—Taking the 
first step in what may ultimately 
develop as a_e serious effort to 
iequire a considerably extended 
line of products, H. J. Heinz Com- 
pany has launched a test campaign 
in newspapers of Syracuse, Utica 
and Grand Rapids for Swerl, hailed 
as an “amazing new fine suds dis- 
covery” which “gives results the 
finest soaps can’t equal.” 

Introductory copy in Heinz’s ini- 
tial venture into the tempestuous 
soap and cleanser field, placed by 
Maxon, Inc., Detroit, refers to Swerl 
as the “magic suds that repiaces 
soap.” The product is offered as an 
all-purpose household cleanser for 
dishes, fine silks, woolens, mirrors, 
upholstery and lamp shades as well 
as for a “luxurious bubble bath” 
which leaves no ring on the tub. 
Insertions of 975 lines appear 
weekly. 

Absence of the Heinz name from 
either the advertising itself, or the 
package reproduction, has _ occa- 
sioned some surprise in the trade, 
which argues that the well-known 
Heinz name might be extremely 
helpful in inducing trial of the 
product, but is reported to be ex- 
plained by the unusual conditions 
under which the Heinz test of the 
soap product is being made. 


History of Swerl 


Swerl is a petroleum base prod- 
uct, and thus shares the synthetic 
detergent field with Colgate’s Vel 
and Procter & Gamble’s Dreft, 
although the synthetic base of 
Swer! is different from those of the 
other two products. It is made by 
National Aniline & Chemical Com- 
pany, a subsidiary of Allied Chemi- 
cal and Dye Corporation, and was 
first marketed in a purely experi- 
mental way in May, 1940, in San 
Francisco, Oakland, Santa Barbara 
and Portland, through the Swerl 
Products Company, and with at 
least the moral support of the Safe- 
way chain. 

In April of last year Swerl Prod- 
ucts Company attempted develop- 
ment of some Middle Western 
areas, principally Nebraska and 
Iowa, using newspapers and radio 
spots (ApverTISING AGE, April 17, 
1941), but with limited resources 


no particular dent was made in the} 


market. 
A Trial Arrangement 


The product is still selling in 
considerable volume on the West 
Coast, but was making no appre- 
ciable progress when it caught the 
eye of Heinz executives, who are 


A) 


COLLINS 
MILLER & 
HUTCHINGS 

INC. 


Photo-engravers in Chicago 
207 North Michigan Avenue 


FRANKLIN 


currently struggling with the prob- 
|\lem of maintaining the company’s 


exceptionally able sales force in the | 
face of a considerable shrinkage in | 


|varieties of Heinz products due to 
| packaging difficulties. Details of 
jthe arrangement between Heinz, 
|'Swerl Products Company and Na- 
|tional Aniline have not been re- 
'vealed, but well-authenticated trade 
sources declare that Heinz 


ability to sell it, and that comple- 
tion of a deal hinges entirely on the 
results of current tests. 


public are _ satisfactory, these 
sources say, Heinz will most likely 
arrange for national sales rights to 
the product without 
tempting its manufacture; and the 
current interim state of affairs may 
logically be one of the reasons why 
neither the promotion nor the pack- 
age is yet carrying the Heinz name. 


May Acquire Other Products 


On the West Coast, Swerl has 
been sold at prices approximately 
the same as those of Ivory flakes, 
slightly higher than Oxydol, Rinso, 
Supersuds and Duz, but somewhat 
less than Dreft, and will undoubt- 
edly be sold at competitive prices if 
the Heinz test succeeds. In this 
connection, while neither the com- 
| pany nor its agency has anything to 
|say, reports persist that in test 
areas the product has already 
shown unusual acceptance. 

With soup, baked beans and other 
important parts of its line elimi- 
nated or very nearly so for the 


ee 


| 


is not) 
only testing the product but its own | 


If reactions from the trade and | 


actually at-| 


duration of the war, Heinz’s tenta- | 


tive entry into the highly competi- 
tive cleanser field is looked upon 
as only the initial step in an expan- 
sion program which will ultimately 


bring many other grocery store 
products under the Heinz sales 
; Wing, especially those products 


which are sold at present without | 
benefit of a special sales organiza- | 


tion. One nationally known prod- 
| uct, which is currently sold through 
|established channels without a sales 
|force of its own, may shortly re- 
| ceive the personal attention of the 
Heinz sales staff. 


‘TESTS COMIC PAGES 

Newark, June 10.—In a one-city 
jtest which may mark the initial 
move toward a national market, 
M & M Limited has launched a 
|30-day trial of newspaper comic 
| page advertising in Columbus, Ga., 
for its “M&M” candy-coated choco- 
lates. 

Using a half page as the curtain- 
raiser, the candy manufacturer has 
scheduled daily three-inch space on 


\the comic pages of the Columbus | 


Ledger and Enquirer, to run for a 
\full month. The confection has 
been promoted previously in North- 
ern cities but had up to now been 


| 
| 
| 
| 


|given no promotional boost in the | 


|Columbus and Fort Benning, Ga., 
| post exchange markets. Reaction 
to the Columbus test may deter- 
mine whether the 
| will undertake national distribution 
and advertising. 

Lord & Thomas is the agency. 


DENTLOCK TEST 
COVERS 5 CITIES 
Albany, N. Y., June 9.—In an 
effort to expand distribution and 
break into the national drug field, 
'Fort Orange Chemical Company 
launched a five-city test this week 
for Dentlock false teeth adhesive. 
Up to now, Dentlock’s distribution 
has been confined to five-and-ten 
and syndicate stores. 

Newspapers in Albany, Rochester, 
Schenectady and Troy have been 
|scheduled for insertions four times 


| 


manufacturer | 


| weekly, while one-minute spots are | 


being tested in Syracuse over Sta- 
tion WSYR. Dentlock is sold in 
‘both a 10c and 25c size, with test 
/copy emphasizing the 25c size. 

| Hevenor Advertising Agency di- 
rects the account. 


TESTS PICTURE PAGE 


| 
| 


| 


| 


‘Chicago, June 10.—The Pepso- | 
dent Company has launched a test | 
108 the drawing power of picture- | 


|page advertising in 


three West 
| Coast newspapers, 


on a 


13-week | 


And you enjey a thrilling bubble bath, toe, 
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plus spot radio, Swerl Products Co. at- 


tempted an invasion of the Midwest market last spring without much success. 
Now H. J. Heinz Co., showing unusual interest in the soap product, is testing it 
with copy appearing at the right, in newspapers ef three cities. 


basis, promoting its tooth brushes. 

Copy 4 inches by 8 columns will 
be employed in the Los Angeles 
Examiner, San Francisco Examiner 
and Seattle Post-Intelligencer, with 


all ads in the series of a panel style 


have been encouraging and similar 
;copy may be employed in other 
|areas. Tests have shown high read- 
ership among both men and women 
for the comic and picture pages, 
and Pepsodent is determined to 
give both sections a complete trial. 
Lord & Thomas is the agency. 


PROMOTES BIRD SEED 

Philadelphia, June 11.—R._ T. 
French Company, Rochester, N. Y., 
has released a test campaign in 
|Philadelphia newspapers for its 
bird seed. Twice a week human 
interest copy will appear, designed 
to stimulate interest in canary own- 
ership, especialy American-bred 
birds. In a separate box, adjoining 
the layout, is a list of local canary 
breeders. 

The test may be 
other cities later. 
Advertising 
| account. 
| 
Gets Ogden Group 
| A. E. Clayton, Inc., New York 
| newspaper representative, has 
/ceased operations and the H. C. 


extended to 
Richard A. Foley 
Agency directs the 


appearing at the bottom of the pic-| Ogden group of 14 West Virginia 


ture pages. 


/newspapers which it represented 


The company is completing an-| has been taken over by Ward-Grif- 
other 13-week run in four markets | fith Company, New York. 


Day and Night 
Operation 


You will find upon investi- 
gation that we appreciate 
Catalogue, Publication and 
General Printing require 
ments and that our service 
meets all demands. We 
will be glad to help solve 

| your printing and asso 
ciated problems. 


ment and facilities to pro- 
duce 


TYPESETTING 
Linotype, Monotype, Ludlow, 
Hand. 

PRESSWORK 


The usual and unusual, also 
Color presses. The largest 
and most economical 


BINDING 


o 
The usual and unusual, also 
machine gathering, machine 


us 


covering, special trimmer 

Special Folders Unusual 
Wire Stitchers. Sewing Ma- 
chines. The largest and most 


printed matter direct from 
Chicago — the central dis- 
tributing point. 


Consulting 
problems and 


equipped printing plants in the United States 


NATIONAL AND LOCAL 


Catalogue, Publication and General Printing 


ONE OR MORE COLORS 


P ARTISTS « ENGRAVERS « ELECTROTYPERS | 
\|* 
MAKE A PRINTING CONNECTION WITH A SPECIALIST AND A LARGE AND RELIABLE PRINTING HOUSE | 
| Business Methods and Financial Standing the " . 
Our SPECIALTIES Highest Use NEW TYPE for | | 
(Inquire of Dun & Bradstreet, Inc., or other Credit | 
Agencies and First National Bank, Chicago, Illinois.) | 
CATALOGUES “ Catalogues, 
PUBLICATIONS Advertisements | 
BOOKLETS Proper Quality = General | 
HOUSE ORGANS Because of up-to-date equipment and We swonsyey — , 
PRICE LISTS best workmen type casting machines ‘al 
with our system 1aving | 
. 7. our own e ounar we | 
FLYERS Quick Delivery as ie tet eae a, oe | 
arsenate Because of Automatic machinery and | tomers tor future editions 
CONVENTION Day and Night service We have ail standard faces 
DAILIES wy it ‘Geen _ ] 
ALSO GENERAL Right Price ‘ 
PRINTING Because of superior facilities and efficient Clean Linotype 
requiring the same equip- ’ "J and Monotype 


management. 


Satisfied Customers 


Our large and growing business is be- | ends ol 
cause of satisfied customers, because of 
repeat orders. 


about 
asking for 


with us your 


estimates 


, - With our up-to-date unusual 
economical @ not place you under any obligation whatever. folding eathestan on oe 
ind covering machines e 
MAILING Let Us Estimate on Your Next Printing |! ies of « 
If desired, we mail our 


The LARGE and the SMALLER ORDERS 
(We are strong on our Specialties) 


Printing Products Corporation 


7 vaTIONAL PRINTERS tocar * 
Help Win ONE OR MORE COLORS Buy U. S. 
the War Telephone WABASH 3380 — Local and Long Distance Bonds 


* Polk and La Salle Streets « Chicago, Illinois * 


We are always pleased | ™” 
to give the names of a dozen or more of 
our customers to persons or firms con 
templating placing printing orders with 
Don't you owe it to yourself to find 
out what we can do for you? 


printing 
does 


Printing and Adver- 
tising Advisers 


We advise in determining meth 
ods for economical production 
If you want copy and illustra 
tions prepared for one issue of 
printing or an advertising cam 
paign planned we assist in 
securing catalogue compilers 
advertising writers, artists. de 
signer illustrators 
agency service 


ny other 


proper 
counselors or 
issistance requested 


Faces 


We have a large number of 
Linotype and Monotype ma 
hines and they are in the 
expert operators 
he standard faces 
type faces fur 
ed if desired 


na pecia 


Good Presswork f 
We have a large number of 
ip-t tte pre 
ual and unusual, also Color 
presses and our pressmen 
and feeders are the best 


e the us 


Binding and 
Mailing Service 


th 
bt 


eae : . : 4 i, 
ae . 
hs 
_—————————————————E—E———— 
No more bathtub ring 
when you use new Swerl suds 7 : 
A Reade of Seer! makes ™ ¥ ra 
- ¢. A ~s0d you grt theve beche 7 a ne 
4 Sone, gro paeaweh grey Dat "ii * 
.) Ly} f. J} bev sewer hott » echo ving ‘ . ee 
| Rother cope Swart becpo hem TE a — es a Se 
—co i So “a 
Re mere cures s moepy ing h 4 pm, Ss ae 
= any he 
> : ‘ | . 
Lt ’ | , ~ 
’ ag < j — | ae : ae 
“a g ‘Fs ° ay 
Po ELV 4 estan.” 4 ye! fF. , 
* a oro N A 
| aie  ————— Bye 
ee Nee. Wises ot “og Cg) Wan lee Find det ster washing uy 
i] SS way punt dhe ore 7 * re) _ tae mnesc eves oe 
Ne | tao whine Serest dane teemnee— ohne ‘ sy ie 
2, — ~ we 
eee me tee a heme * » sls die Asia Ais ode oui % , ee 
me were ee re ete b . . ‘en os i . le Prose 
Se ae! SS . - 
oat ‘aepacamme =," © i 
Saas = SS | u Be 
} a 8 ess sii 
| tig 
eee? 
“i ie 
eee j B 
; | Ss 0 at es, 
Cy u-X4 
li — ‘ y\ é 
fig sd *Q. — J ‘ 
we ‘ Tal = 2: qa ~ te ¥ ‘ 
ar it~ | ie 
Gaza | “ 
: a ( aa : )3 ae 
A J \s Eine 
il ({ hpi et i" q } ’ Bo 
» ‘ if . : } J ie 
4 — are |e a 
PC aa” oe ba? ._ = 
n «a ihe y } dy bali 
i Tee i | : Vij ri le 
: ie a oa ane . Q a ; ‘i 
d Bee we pine? ess || ; ae 
. Lo ee el | ; 
‘ Bo Vig Te”, “sabi ul = ~ i ae 
a One of the largest, most efficient and completely y oe 
l- ee a ee 
@ i a 
ie | ee Paes 
M | e 
e- ] ee eat 
ld =~ * 
eC ‘ 
nt baits * 
. Ree bis ae ’ 
er en, 
im Ohi aa 
ch eh. 
lly or 
y" on 
1 a 
ac wilt 
Ye Mae i 
re ee a 
he 
os — 
eS, “q ae 
to i a 
ces eo ; 
1c ee B: 
5 
iy a 
m | 
= pam 
of, a 
re- : a 
lem ; 
ces : 
we ; 
7 Po 
ens 
wed Pe 
on | 
tion ' 
er- ' a 
ght } : 
ling 
¢ tail . 
pos t office or customers as ue 
4 rs fast as the presses print bd 
oo | nt 
pat _ eae 
y | - } 
| : 
xX a _ 
aul | e 
. | F 
a, 
“cUMA 3 
aeY = 
wt Oued | ; 
i a * I > ¥ ! é ; = a6. x a4 ; e? FS .- } ‘ ~ 
= oa @ : wv ‘ “i _ - fina. * ¥ , ( -"e J a <# % A i ithie, & o . * < 4 oe * # od ; pes” * P s ‘ ¥ me Bg -™ oh a ; 2 4 
i ie R at a a - Tipe y addy et ofS Shee Sie < aaah Se oa arate ‘ ; m : 2 eae a ane e yg es on . 
6s - ee ee v oe te Cees, had ick be Geit ore ee it ER 3 gels oF Peed | : Te. ot > aes roe ane RE, r oy" we Bie: 
be qt ES, enge e = eat ae ae : iS Peo Me op ee Re fl yee ee Dake, ee 3 ee A a aM Say! oS Pips ale ae! o mae Ke 


12, ah 


38 


a} 


ADVERTISING AGE 


June 15, 1942 


Printing Industry 
Supports Company's 
Wartime Scrap Plan 


(Continued from Page 1) 


manufacturer of automatic cylinder 
presses serving the printing indus- 
try in peacetime, the company, now 
completely converted to essential 
war production, recognized the im- 
mense reserve of scrap represented 
by the obsolete, idle and long out- 
moded equipment in thousands of 
printing houses throughout the na- 


} 
tion. To help bring in this scrap, 
the company offers two options to 
any reputable printing firm which, 
by previous arrangement in writing 
with the company, agrees to scrap 
any useless and unwanted printing 
machinery. The options are: 

1.—The company is prepared to 
issue a Miller credit certificate, good 
until two years after the end of the 
present war, and in the amount of 
two times that of the used ma- 
chine scrap value, the printing con- 
cern to keep the actual cash money 


| received for the scrap, thus actually | 


‘receiving three times the scrap 
value of the old equipment; and 
2.—The company will issue a Mil- 
ler credit certificate, good until two 
|years after the end of the present 
war, but in an amount three times 


that of the obsolete machine’s scrap | quick answer, this is no “flag- 
value, provided the cash amount for | waving” gesture. It’s a practical, 
the scrap is immediately forwarded | down-to-earth business proposition 
to the company for conversion into | coupled with the fact that Uncle 
war savings bonds and stamps|Sam is being helped in a place 
which Miller will have issued and where, at present, he urgently needs 
sent to the printing concern. /aid—in scrap metal salvage. Here 
A further provision of this unique | is what the company hopes to 
| proposal provides that no immedi- | achieve by this plan: 
/ate purchase of new equipment from 1. Release potential tonnage of 
the Miller Company need be con-| scrap metal for defense needs; 2. 
/ tracted for, and even if the holder | eliminate obsolete presses; 3. enable 
of the credit certificate chooses | customers of the company and those 
never to use it for such new equip- | who contemplate eventual purchase 
ment purchase, he will have re-| of Miller equipment to set up a re- 
| ceived the actual scrap value of the | serve for the rehabilitation of their 
discarded equipment in either cash | plants after the war; and 4. assist 
or war bonds and stamps. in liquidating unneeded equipment 
A natural question to be asked is for its maximum worth now when 
what the company itself hopes to| cash values are at the highest sal- 
'accomplish through its plan. As a| vage point. 


Smileage puts the spa 
Auto-Lite campaign 
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Here’s what MR. FRANK A. NEALON, Sales Manager of ‘ ly R F a 
the Electric Auto-Lite Company, Merchandising Div. i M, A Cc A we 
of Toledo, has to say about the effectiveness of f Esqy; RR. Paste) Men to I ee 
Smileage as a selling technique. Any advertiser ; 366 a" tai MANDys, Ite - 
Auto-Lite in the ad, Porat Cc 


familiar with the meteoric rise of 


field, during recent years, will be interested to read 
this comment on their merchandising principles. 
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Smileage must have what it takes ... when you 


see Esquire’s own Mountain Boys on a selling 


tour like this! 


It’s a pleasure, but it’s no great surprise to find 
them selling spark plugs for Auto-Lite in 
Esquire’s own advertising section. That's play- 
ing in their own backyard! 

But Auto-Lite has keyed an entire campaign 
to the Smilantics of the Mountain Boys . . . 
sending them out to Auto-Lite dealers in a 
great pre-merchandising plan, setting them up 
in trade advertising, and even fixing their 


firing order with schedules in national maga- 


zines other than Esquire! 


Here’s a ranking national advertiser, then, not 


only adopting Esquire’s Smileage technique, 


but sending it out to do a selling job between 


other: covers. There’s a testimonial for you, 


Mr. Advertiser, 
and cents! 


written in hard-earned dollars 


Write us, on your letterhead, for the full SMileage story... 
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*member 
she starts out like a jack-rabbit since maw gave ‘er a Plug-Chek” 


“might be a smart idee to move paw's head over a leetle, Luke... 


UVLL. 


THE MAGERAZINE FOR MEN 


The only restrictions placed on 
the availability of the plan to a! 
who care to take advantage of it ar: 
that not less than four tons mn 

more than 60 tons of scrapped ma- 
chinery will be accepted from on 

concern; an inquiry for full partic- 
ulars is recommended; and a writ- 
ten agreement is required prior : 

the scrapping of any equipment uw 

der the plan. 

Response to the War-Time Mill 
Scrap Allowance Plan was so wide- 
spread, not only from the Unite 
States but from the entire Nort 
American continent, that the Mill 
Company just recently extended it 
plan to include not only cylinde 
presses, but every idle, useless piec: 
of equipment made of ferrous meta 
and intended for use in a printin; 
plant. Electrical equipment is ex- 
cepted. 


Hayden General Manager 
of Magazine Unit 
Harry Hayden, advertising ma) - 
ager of The Guide Magazines, | 
been named io 


the newly - cre- 
ated post of gen- 
“ eral manager of 
the magazine 
division of Tri- 
angle Publica- 
tions, publisher 
of the group. Mr. 
Hayden served as 
advertising man- 
ager of the 
Cleveland News, 
Detroit manager 
for Cosmopolitan 
Harry Hayden and in an execu- 
tive capacity 
with Look before joining the Guide 
unit two years ago. He will make 
his headquarters in New York. 
Triangle Publications include the 
Philadelphia Inquirer, the Morning 
Telegraph, the Guide Detective 
Unit, Click, Screen Guide, Stardom, 
|and Movie-Radio Guide. 


‘Murphy Joins Navy; 
Mercready Takes Post 


W. D. Murphy, Riencke - Ellis - 
Younggreen & Finn, Chicago, and 
president of National Industrial 
Advertisers Association, has _ re- 
signed to accept a commission in 
the Navy as lieutenant. He is sta- 
tioned at Navy Pier, Chicago. Lieut. 
Murphy is a graduate of Annapolis 
and served in World War I. 

Herbert V. Mercready, sales pro- 
motion manager, Magnus Chemical 
Company, Garwood, N. J., vice- 
president of NIAA, has been ap- 
pointed to fill the unexpired term 
of President Murphy until the as- 
sociation’s annual election to be 
held during its conference at At- 
lantic City, June 29-July 1. 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


Profitably 


© Direct Mail Advertising 
e Created and Produced 
© Dealer Help Campaigns 
© Automobile Owner Lists 
e Rated Consumer Lists 
© Addressing and Imprinting 
eContest Judging 
ePremium Mailings 
eSampling by Mai! 


The 


REUBEN H. DONNELLEY 
Corporation 

350 E. 22nd St. Chicago, Ill. 

305 E. 45th St. New York City 

727 Venice Bivd., Los Angeles, Cal. 
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June 15, 1942 ADVERTISING AGE 


OKAY BAUER & BLACK DISPLAY 


pum iL.| OF THE 
We WEEK 


NEW DISPENSER 


BAUER & BLACK 
RTS OF ALL 


The V for Victory is re-emphasized by these four executives standing beside one 

of the new Bauer & Black posters designed to support physical fitness programs 

while at the same time keeping a war-restricted brand name alive. They are 

(left to right) H. Frazier, director of B & B elastic goods sales; G. L. DeBeer, 

B & B advertising manager; H. Zipprodt and H. Hartt, Zipprodt, Inc., creator 
and producer of the display. (Story on Page 18.) 


Hussey-Woodward, Inc., New York, created and produced this full-color litho- 
graphed window display for National Oil Products Co., Harrison, N. J., for use 
in beauty shops from coast to coast. Famous models, each with a special hair-do, 
makeup by special artist, and dress especially for the occasion, posed for the 


three illustrations. 


MODERN REMEDY FOR OVER-INDULGENCE 


ana ‘ETON'S PLAYING FIELDS,, MAC ARTHUR STYLE 


7 Ba id — 


R. & L. Lithography Co., Milwaukee, pro- 
duced this new point-of-sale piece for 
Glenmore Distilleries, to dispense copies 
of Col. Glenmore's folder on “How to 
Make Famous Kentucky Drinks.” 


ON THE WELDS 08 FRIENDLY STRIFE 
ARE SOWN THE $8808 In 
OMHER YEARS ON OTHER FIELDS 
WH GEAR THE FRUITS OF ViCTaRY 


SPURS BOND DRIVE 


wren 


iT 
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Hm } r | ,.Wikhon TODAY IN SPORTS couvrseny Gy 
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The Duke of Wellington once said “England's battles are won on the playing fields 

of Eton,’ and Wilson Sporting Goods Co. picked up a similar statement by 

America's No. | soldier, Gen. MacArthur, to key this striking opening gun of its 

summer campaign. This copy appeared in the June 6 Collier's. United States 
Advertising Corp. is the agency. (Story on Page 4.) 


A typical Henry the Eighth indulgence in a midnight snack was painted by Dean 

Cornwell, noted illustrator and muralist, to convey an effective Bisodol message 

in this window display, of which 20,000 are now being installed in drug stores —- WAR SAYING’ 
throughout the country. a 


POSTERS SUPPORT ANTI-ACCIDENT CAMPAIGN 


a sa Se Se SERVICEMEN SHOW THEIR TASTE 


iAT 
YOURE 0! 


Victory 


Large display panels like the one above, 


~ a hy 
SAV E 7 Victory banners, buttons and thermom- 
GAS OIL: TIRES eters showing progress toward 100 per 


LIVES! cent participation help put over a Vic- 
. tory club drive for the 22 plants of A current theme is worked into this newest 24-sheet poster for Pepsi-Cola Co., 
Electric Auto-Lite Co. produced by McCandlish Lithograph Corp. 


- FUN FOR NICKELS WITH... 


PEPE COLE 15 BADE GOL BY FEFE) COLA COMPANY LOND HAMS CITT 1 [OOTTLE® LOCALLY OF SUTHOOITED BOTTLERS FROM Coast 10 Conant 


These are two of the newest versions of the man-hour saving posters prepared for 
Munsingwear, Inc., and executed in color by the company’s own artist, B. Green- 


Fld. Both on- and off-duty harards are featured inthe drive to cut down ae MAP PLANS FOR NIAA WAR CONFERENCE AT ATLANTIC CITY 
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A MILESTONE FOR ESSO MARKETERS 


<-ecniaeis . 


The National Industrial Advertisers Association has pushed up the date for its 20th annual conference from late September 
to June 29-July | and will hold a streamlined wartime meeting. Conference committee members who put through the rush 
plans include (left to right, seated): W. J. Antener, advertising manager, Walker Turner Co.; Samuel E. Gold, advertising 
manager, Lignum-Vitae Products Co.; Fred H. Pinkerton, merchandise manager, Schenley Distillers Corp.; Gladys Corbett, 
advertising manager, Driver-Harris Corp.; E. Scott Pattison, G. M. Basford Co., and president, Industrial Advertisers Asso- 
ciation of N. Y.; Mildred Webster, headquarters secretary, NIAA; K. W. Bailey, conference chairman, advertising manager, 


Thomas A. Edison, Inc., Primary Battery Division; E. J. Pechin, advertising manager, E. |. du Pont de Nemours & Co., Plas- 
y GS. W. Freeman, secretary of Marschalk & Pratt, views a silver reproduction of the tics Department, Industrial Division; Roy Gurley, Simmons-Boardman Publishing Co.; Sid Webster, advertising manager, 
. commercial used on the 200,000th Esso Reporter program aired over 35 Eastern Bendix Corp., Eclipse Aviation Division; Howard Ely, Industrial Equipment News; H. M. Carroll, advertising manager, Hyatt 


Stelions. With him, at left, is Vince Callahan, director of press and radio for the Roller Bearings Division, General Motors Corp.; Truman Young, assistant advertising manager, Pyrene Mfg. Co.; (standing) 
Tre ssury’s War Savings Staff, while at right is D. J. O'Brien, in charge of radio for H. V. Mercready, acting president of NIAA, Magnus Chemical Co.; Richard S. Hayes, advertising manager, Okonite Co.; 
Esso Marketers. Clayton Ellis, Elastic Stop Nut Co.; and John A. Coakley, advertising director, Thos. A. Edison, Inc. 
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POPULATION 


«1949 t S. Census) 


Ne York, N. ¥ 
Chicago, Il 
Philadelphia, Pa 
Detroit, Mich 
Los Angele Cal 
Cleveland, Ohio . 
Baltimore, Md 


Washington, D. C 
San Francisco, Cal 
Milwaukee, Wis 
Buffalo, N. Y 
New Orleans, La 
Minneapolis, Minn 
Cincinnati, Ohio ~.. 
Newark, N. J 
Kansas City, Mo 
Indianapolis, Ind 
Houston, Tex 
Seattle, Wash 


Denver, Colo 
Louisville, Ky 
Columbus, Ohio 
Portiand, Ore 
Atlant Ga 
Oakland, Cal 


Birmingham, Ala 


Syracuse, N. Y. 
Oklahoma City, Okla 
San Dtego, Cal. 
Worcester, Mass 
Richmond, Va 
Fort Worth, Tex. 
Jacksonville, Fla 
Miami, Fla 
Youngstown, Ohio 
Nashville, Tenn 
Hartford, Conn 
Grand Rapids, Mich 
Long Beach, Cal 
New Haven, Conn 
Des Moines, lowa 
Flint, Mich 

Salt Lake City, Utah 
Springfield, Mass 
Bridgeport, Conn 
Norfolk, Va 
Yonkers, N. Y. ~~ 
Tulsa, Okla. ..- 
Scranton, Pa. .. 
Paterson, N. J. 
Albany. N. Y¥. 
Chattanooga, Tenn 
‘Trenton, N 
Spokane, Wash 
Kansas City, Kan 
Fort Wayne, Ind 
Camden, N. J 
Erie, Pa 

Fall River, Mass 
Wichita, Kan. 
Wilmington, Del 
fanry m 


heading, Pa 
Bedford, Mass 
Elizabeth, N. J. 

= scoma, Wash 
‘anton, Ohio 


1 mpa, Fla 
Sacramento, Cal 
Peoria, I 
Lowell, Ma 


South Bend, Ind 
Duluth, Minny 
“harlotte, N. 
Utica, N. ¥ ° 
Waterbury, Cena 
Shreveport, La. . 
Lynn, Mass. w. 
Evansville, Ind 
It Paso, Tex. 
Savannah, Ga 
Little Rock, Ark 
Austin, Tex 
Schenectady, N. Y. 
Wilkes-Barre, Pa 
Therkeley, Cal 
Rockford, Hl 
Lawrence, Mass 
Harrisburg, Pa 
Sagninaw, Mich 
Glendale, Cal 

Sioux City, lowa 
Lincoln, Neb 
Pasadena, Cal 
Altoona, Pa 
Winston-Salem, N.C 
Tayonne, N. J 
Huntington, W. Va 
Lonsing, Mich 
Mobile, Ala 
Binghamton, N. Y 
Montgomery, Ala 
Niagara Fall s. © 
Manchester, N. H 
Quincy, Mass 
Pawtucket, R. 1 

St. Joseph, Mo 

E. St. Louis, I 
Springtield, MM 
Portland, 


(1939 


PER CAPITA RETAIL SALES 


U. S. Census of Distribution) 


PHOENIX, ARIZONA 7% 


» ap lie 


t27. Charleston, 8. C 71,275 
128. Springfield, Ohio 70,662 
129. Troy, N. ¥ 70.30 
120. Hammond, Ind 70,184 
131 Rounok Va 69,287 
i New Britain, Conn 68,685 
i San Jove ‘al 68,457 
124. Charleston, W. Va 67,914 
1 Topeka, Kan 67,833 
is Madison, Wi 67,447 
137. Mt. Vernon, N. ¥ 67,362 
i%%. Kacine, Wis 67,195 
129. Johnstown, Pa 66.668 
10 Pontia Mich 66,626 
tal pe nport, I a 66,039 
a Au ta ; 65,919 
pve Url ENIX. ARIZONA 65,414 
" Evanston, 1 65,089 
4 Atlumtic City, N. J 61.091 
ia Terre Haut Ind 64,693 
v Columbia ‘ 62.39% 
ts Ihe ' M ‘ i 
* Cedarl is, lowa 62,120 
Jack ti 62.107 
I i ! " 
Lancast Ia 
r ri 1M 61 
4. Wt mr. W. Va 61.099 
t G ton, Tex 
3 L ur Pla 
Ir ‘ 
I» x. ¢ 
; ‘ir » N. 
1» 1 
ar t la 
: ! or lex 
I ! m, Pa 
I helle, N. ¥ 
lal * 
Ma ‘ 
i Cory Chr i, Tex 
los i’a 
ié cit N.J 
iv rex 
71 rt. Pa 
i7 t Cal 
i7 hal 1 Mich 
iz Ttolyot Ma 
iv ' d a, Cal 
i? Columt Ga 
17 Pueblo, Col 
ITs. Waterloo, lowa 
i7 Amarith Tex 
15 Ashevill N. ¢ 
181. Portsmouth, Va 
1s Hamilton, OF v2 
is Hoboken, N. J 11 
a5 ote 72 
i 
1 


Port Arthur, Tex 
Wichita Falls, Tex 


~ 
1. Fresno, Cal. . = \ 
2. Sacramento, Cal 
3. PHOENIX, ARIZONA 
4 Atlantic City, N. J 
5. Stockton, Cal 
6. Pasadena, Cal 
7. San Jose, Cal — 
5 ’ 


Portland, Me 
Evanston, Ill 
Washington, D. C 
San Francisco, Cal 
Portland, Ore 
Harrisburg, Pa 
Miami, Fla 
Oakland, Cal 
Elmira, N. Y¥ 


Stamford, Conn 
Seattle, Wash 
Kansas City, Mo 
Jackson, Mich 
Richmond, Va 
Springfield, Mass 
Corpus Christi, Tex 
Passaic, N. J 
Denver, Colo 
Waterloo, lowa 
Mt. Vernon, N. ¥ 
Minneapolis, Minn 
Raleigh, N.C 


New Ha 
Springtie 
Binghaw 
Decatur, 
Union ¢ 
Glendale 


Terre H 
St. Pete 


Cedar Rx 
Coluanbia, 


ven, Conn 
Id, 1 

anton, N. ¥ 
ml 


“ity, N. J 


Cal 


Johnstown, Pa 
Spokane, 


Wash 
sute, Ind 
rsburg, Fla. 
ipids, lowa 
s. C 


York, Pa 
Trenton, N. J 
Fort Worth, Tex 
Rochester, N. ¥ 
Long Beach, Cal 
Wheeling, W. Va 
Roanoke, Va 
Liridgeport, Conn 
Wichita Falls, Tex 
Los Angeles, Cal 
Columbus, Ohio 
Davenport, lowa 
Rockford, Il 
Des Moines, lowa 
Providence, R. I 
Syracuse, N. Y 
Amarillo, Tex 
Schenectady, N. Y¥ 
Beaumont, Tex 
Brockton, Mas 
Cincinnati, Ohio 
Salt Lake City, Utah 
Dayton, Ohio 
Houston, Tex 
Tacoma, Wash 
Asheville, N. C 
Pittsburgh, Pa 
Allentown, Pa 
Reading, Pa 
Paterson, N. J 
Muskegon, Mich 
McKeesport, Pa 
Cirand Rapids, Mich 
Milwaukee, Wis 
Pittsfield, Mass 
Indiana 
Troy, ! 
Canton, Ohio 
Wilkes-Barre, Pa 
Nashville, Tenn 
Worcester, Mass 
Cleveland, Ohio 
Shreveport, La 
Lineolff, “Né@b 
Pawtucket, KR. 1 
Sioux Vity, lowa 
Tulsa, Okla 
Aurora, Il 
Youngstown, Ohio 
Duluth, Minn 
Fort Wayne, Ind 
‘outh Bend, Ind 
Flint, Mich 
Muncie, Ind 
Knoxville, Tenn 
Charlotte, N.C 
Omaha, Neb 
Greensboro, N.C 
San Diego, Cal 


119. Jackson, Miss 
im Pontiac, Mich 


Little Rock, Ark 


1 
22. Topeka, Kan 


Toledo, Ohio 


47 


Soe Aa a ae wa wd a md we 
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Quincy 


ij 
a4 Evansville, Ind 


Mass 


26. Wichita, Kan 


9 


27 Memphi Tenn ae 
2%. Niagara Falls, N. Y, 455 
29 Hammond, Ind M4 
1%. Bay City, Mich 453 
131. Austin, Tex ss 1) 
13 Utica, N. Y 450 
1 Oklahoma City, Okla 49 
13¢ Chicago " 4i6 
135. Columbu Ga au 
1%. Port Arthur, Tex iu 
137 Akron, Ohlo 443 
138. Chester, Pa 443 \ 
139 Laltimore Md aan 
140. New Castle, Pa aan 
Ml Waco, Tex wie 
11 Norfolk, Va ‘41 
"4 Waterbury, Conn 139 
mt Pueblo, Colo 437 
lM Chattar ca, Tenn 436 
lt M ' tia 456 
47. Tu nN. ¥ ‘ 
148 Manct ter, N. ma 
49 pe 1, Ohi at 
us Acinay Mich au 
151 ti Mo 434 
1 » Yor N. ¥ 428 
153 Jacksor « Fla 427 
4 Ta Via ‘ 
5 Lawrence, Ma ‘ 
pring id, M 12 
Lyne M 4. 
Camden J 419 
Durhar N. ¢ “le 
Erie, 1 413 
Lou lle, Ky 411 
Detroit, Mich 410 
Elizabeth, N. J 409 
Charlest S. « Ti 
i he M wns 
Galveston, Tex to7 
San Antor re 406 
hi Va rex 4 § 
Ham mn, OF i 
Scra Ia ful 
K wi 1 ) 
Ih Cal ful 
Al Pa ’ 
Philadelphia, I ; 


We et, RI 
Mobil Ala 
Hobok« N J 
Gary Ind 

Yonk N y 


! 

19 ‘ j 
198. N Orlear La 
199. Kar City, Kan 


mim 
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PER CAPITA 
RETAIL ove 


LULL LL 


*€ 1939 U. S, Ceftsus of 
Distribution. First 200 cities 


UST check Arizona’s latest Retail Sales. ...15% ahead for 

the first four months of this year in comparison with the 
same period of 1941... Phoenix, as the hub of Arizona’s only 
metropolitan district, is listed in FORBES (May 1942 issue) 
BEST in “Sales High-Spots” 


lumber, building materials, apparel and other lines more than 


make up for restricted automotive sales. 


Sales gains in food, furniture, 


Yes, Phoenix is sparked by great doings in basic state 


industries and development of strategic resources. 


It is host 


city to men based at adjacent U. S. Army Air Training Fields. 
It is “home” to hundreds employed in gigantic airplane parts 
factories newly created for the nation’s all-our war effort. 


So when you have something to say, an idea to expose, 
or an article or service to sell, “tell the world” about it where 
indices point UP. Two tested media available to do your 
complete Arizona job! 


Write for the graphic story of Phoenix and the Southwest, 
“IN A NUTSHELL.” 
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